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deliver results with recognized

brands and trustworthy
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with you as we offer an even

wider range of quality products

designed to enhance and
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❚	Publisher’s Letter

Growth  
and Expansion
As Pet Age continues to grow, the 
team expands, too. 

B ack in August of 2013, Pet Age 
wrote an article about expansion. 

Now, a little less than a year 
later, Pet Age itself is expanding. In less 
than two years, readers have seen the 
book itself grow, adding more pages 
and more content. We have expanded 
the amount of supplements that we put 
out, to include topics such as Global Pet 
Expo, Fashion and Travel, and Made In 
the USA. Pet Age will continue to ex-
pand as the years go on to cover more 
happenings of the pet industry.

Just as the book expands, that 
means our staff needs to expand, too. 
Adding more content, covering more 
events and bringing you more original 
content means someone has to write, 
photograph and tweet all those things. 

The Pet Age editorial staff is extreme-
ly excited to announce two new editors 
to our magazine, Tom Mazorlig, who 
will be our associate editor and Rebekah 
Harrison, our new assistant editor.

Tom is a seasoned journalist who 
served as the editor on a va-
riety of 

pet care books at TFH Publications. Prior 
to that, he was the editor for Reptile and 
Amphibian Hobbyist Magazine. For the 
past year, he has also been Pet Age's free-
lance aquatics writer. 

Rebekah is a recent journalism gradu-
ate of Northern Arizona University with a 
minor in electronic media. She has written 
for many digital publications and served as 
editor for NAU's newspaper, The Lumber-
jack, which was published once a month. 
In addition, she was also production man-
ager for NAU's radio station, KJACK. 

We are extremely excited that they 
will be joining the editorial team and 
working closely with Editor-In-Chief 
Michelle Maskaly. Make sure you get 
to know all three of them well. 

They will be joining our sales team 
that recently welcomed Becky Graziano 
and Midwest Account Executive Lori 
Fouts, while Ariyana Edmond contin-
ues to sell on the west coast and Brianne 
Molnar on the east coast and globally.

With the expansion of our team 
and the expansion of the publication, 
we are extremely excited for everything 

that Pet Age is doing, and plans 
on doing.
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Ask your distributor or ConairPRO representative 
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❚	Editor’s Letter

Michelle Maskaly
Editor

michellem@journalmultimedia.com

Generation Gap 
Changing the perception of the  
millenilal generation.

B etween the age of 18 and 33? 
Check.

Likely to use to technology 
to track a pet? Check. 

Interested in the reptile hobby and 
owns herps? Check. 

Posts photos of my pets to social 
media? Check. 

Economically rational? Check. 
Ugh. While I’m right on the cusp; I 

am partially a millennial. 
That was my reaction while read-

ing this month’s cover story, which was 
generated from The Pet Industry’s Top-
2Top Conference, put on by the Pet 
Industry Joint Advisory Council. I im-
mediately thought of how I posted an 
Instagram photo of my tortoise when it 
arrived and how I had recently changed 
my Facebook profile photo to one of 

me and my dog.
My unfavorable reaction, however, 

was common. It is the thought of many 
when you talk about this generation, 
but it shouldn’t be, and it definitely 
can’t be if you own a business. 

Understanding the millennial gener-
ation, and understanding how they are 
different from previous ones, is especial-
ly important, since they will soon eclipse 
Baby Boomers in spending power.

To keep the pet industry growing 
at the current rate, it is important we 
learn about this group, no matter what 
generation we are currently in. While 
it doesn’t mean retailers need to com-
pletely change the way they run their 
business, they should be seeking out 
and trying new techniques to engage 
these consumers. 
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Pet Age is available to you all day every day, on our website. Visit www.petage.com 
for daily news, as well as this month’s Web Extra stories and features.

SOCIAL MEDIA

+ The Millenial Employee
When dealing with Millennials, it’s not just the customer who business owners need to learn to 

understand, but also the Millennial employee. 
To help retailers better deal with them, we asked Heather Resh-Crotsley, director of marketing 

for That Fish Place That Pet Place in Pennsylvania what some of the issues they run into are. 
Then, we gave those questions to Nathan Richter, principal of Wakefield Research, to answer. 

While Wakefield are not HR consultants, they do have a strong knowledge of, and have done a lot 
of research about, Millennials.

Read his in-depth answers to questions like, “We have a difficult time motivating the Millennial 
generation to be excited about and involved in company events (adoption events, educational 
events, sale events, etc.). Does your expert have any tips on getting the generation involved in the 
pet industry and hobbies?” on www.petage.com/web-extras.

Stay Connected  |  Keep Informed  |  Be Current

W
E
B

XTRA

www.petage.com/web-extras

BE
CREATIVE

Take your most creative photo at our booth and post it 
to social media using both the hashtags 

#PetRetail  and  #SuperZoo
to any or all of: 

• Facebook  (www.facebook.com/petagemagazine)
• Twitter (@PetAgeMag)
• Instagram (@PetAgeMag) 

Not at SuperZoo? 
Take a creative photo of you at your store or office with a 
copy of the July issue telling us why you wish you were at 
SuperZoo. 

The most creative ones will be featured on our 24/7 page 
in an upcoming edition of Pet Age. 

Want to learn more about Millennials? Pet Age will be tweeting facts about them throughout the whole month. Follow us on Twitter, 
@PetAgeMag and the hastag #PetRetail to read them.
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Pet industry news and management tips

❚ Storefront
Protecting the Pet Industry’s 
Interests
With proposed pet legislation popping up not only on the 
national, but also state and local levels, government rela-
tions was a large focus at PIJAC’s Top2Top conference.

BY MICHELLE MASKALY 

R elationships, relationships, rela-
tionships.

Whether they are with the 
local media, state officials, government 
policymakers in Washington, D.C. or 

the next generation of consumers, it’s 
the most important thing the pet in-
dustry can do to make a positive im-
pact and ensure the future health, and 
growth, of the industry.

Place orders online and 
automatically qualify to
win a $100 voucher each
month an order is received.

Win With Online Orders

Silly Kitty

Yummy Time

Kool Pets

Visit us at SuperZoo
Booth #10039

  www.petrageousdesigns.com
800-893-9893

® 
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 INDUSTRY BRIEFS

“You have to build those relationships 
now,” former U.S. Rep. Dennis Cardoza 
from California told a crowd of more than 

200 at the Pet Industry Joint Advisory 
Council’s Top2Top conferenceWednesday. 
“because it is absolutely impossible to do 
when you are in the middle of a crisis.”

Cardoza was one of about a half-doz-
en experts who spoke to pet industry 
leaders during the first full day of PI-
JAC’s annual conference that provides 
attendees with the opportunity to set the 
course for the future of the industry, gain 
powerful insights that will make a differ-
ence in their business today, and create 
valuable relationships with other leaders.

With proposed pet legislation pop-
ping up not only on the national, but 
also state and local levels, government re-
lations was a large focus during the con-
ference’s programming, with insiders like 
Cardoza giving leaders tips and ideas on 
how the pet industry can make sure their 
interests are being represented.

One of those ways, which was a re-
curring theme throughout the day, was 
the importance of something the pet 
industry does not currently have — a 
political action committee, or a PAC.

“For a $60 billion industry, you are not 
investing enough in this,” said Cardoza. 
“It’s like trying to do your work with your 
hands tied. When you have a crisis, you will 
have little, or no, relationships built up.”

Cardoza explained that while a lot 
of people may have a negative opinion 
of PACs, what it really comes down to is 
building relationships and making connec-
tions when something is not being asked 
for in return, so that when a crisis does hap-
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pen, such as a pet food recall that sparks 
calls for more regulations, the industry will 
already have established connections.

“You are investing in that relation-
ship by having them spend time with 
you and get to know you, and that is 
so critical to successful advocacy for 
your industry,” he explained. “In every 
part of your advertising, talk about the 
good practices that you do.”

Similar advice was given by Mike 
Bober, vice president of government af-
fairs at PIJAC, who also stressed the im-
portance of building those types of re-
lationships on all levels of government.

“‘Thank you’ will open so many 
more doors than ‘please,’” he said, sug-
gesting pet industry professionals get to 
know their government representatives.

Sam Geduldig, former senior adviser 
to House Speaker John Boehner, warned 
that with an industry as large as the pet 
industry, the government will start to take 
notice and look for ways to get involved, 
especially when something goes wrong.

“You guys have some issues … any 
scandal or any kind of recall could im-
pact your industry and spin way out of 
control in a way you can’t fully see,” he 
said. “And politicians and congressmen 
generally like to side with the emotional 
side of the issue. When you are proactive 
in Washington, you can make the system 
work for you. Make sure you make a 
friend before you need the friend.”

Even if someone is not directly in-

volved in lobbying efforts on a national 
level, there are many ways pet industry 
professionals can get involved.

“Trouble starts at home,” said Lisa 
Camooso Miller, partner at Blueprint 
Communications. 

Before reading the Washington 
Post, Politico or other national pub-
lication, politicians tend to look first 
at what their local media is reporting 
on. Taking the time to create a posi-
tive relationship with the local media 
will not only help should a crisis, or 
controversial issue come up, but it will 
also make politicians aware of the pos-
itive things that are happening when it 

comes to the pet industry.
For example, a retail store hosting 

an adoption event could invite the me-
dia to cover it. They could also invite 
their local congressional representa-
tive to hold a press conference at their 
store, even if it doesn’t specially have 
to do with the pet industry, such as an 
announcement about commerce, jobs 
or the economy, Miller suggested.

Place orders online and automatically 
qualify to win a $100 voucher each
month an order is received.

® 

Win With Online Orders

Visit us at SuperZoo
Booth #10039

  www.petrageousdesigns.com
800-893-9893
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 INDUSTRY BRIEFS

Petmate Wins Top Honors at Edison Awards 
The company is the first pet products manufacturer to be recognized.

P etmate won two Edison Awards, 
marking the first time the in-
ternationally renowned orga-

nization has honored a pet products 

company. 
The company won the Bronze Edi-

son Green Award for its Spectrum res-
in-compounding facility in Mansfield, 

Texas, and the Bronze Lifestyle Award 
in the consumer goods category for its 
See & Extend pet carrier. 

“Petmate shares the Edison Awards’ 
commitment to innovation with a vi-
sionary, creative-yet-practical approach 
to pet products,” said Larry Baab, exec-
utive vice president of marketing and 
new product development, for Pet-
mate. “We also take pride in helping to 
preserve the environment through sus-
tainable manufacturing, and winning 
the Edison Green Award shows that we 
are succeeding in that mission.”

Petmate’s Spectrum facility is de-
signed top to bottom with the environ-
ment in mind, from its water recycling 
system to its energy-saving electrical pro-
duction equipment. The facility purchas-
es and consumes more than 40 million 
pounds of post-industrial/pre-consumer 
plastic waste per year to create viable in-
jection-grade plastic for use in more than 
50 percent of Petmate’s products. 

They take recycling a step beyond 
by reusing all internal scrap, including 
foam from bedding, for future prod-
ucts, further reducing waste. 

The Petmate See & Extend carrier 
offers all-in-one convenience, comfort 
and safety for pets and their families 
during travel. Developed from Petmate’s 
experience traveling thousands of miles 
with pets, the See & Extend features a 
side pop-out compartment to give dogs 
and cats room to stretch, and mesh 
“windows” for ventilation and visibility.   

Being recognized with an Edison 
Award has become one of the high-
est accolades a company can receive in 
the name of innovation and business. 
The distinguished awards, inspired by 
Thomas Edison’s persistence and inven-
tiveness, recognize innovation, creativi-
ty and ingenuity in the global economy. 

“It’s exciting to see companies like Pet-
mate continuing Thomas Edison’s legacy 
of challenging conventional thinking,” said 
Frank Bonafilia, Edison Awards executive 
director. 
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Petfood 2.0 
Expo Address-
es Science of 
Pet Food
The expo will focus on the 
science of formulation, 
packaging and distribution.

V IRGO’s Animal Nutrition In-
sights & SupplySide is expand-
ing its platform to include 

Petfood 2.0, a new trade show that will 
focus on the science of formulation, 
packaging and distribution around the 
innovation of products for the pet food 
industry.

It will take place Sept. 23 to 24, at the 
Hilton Chicago. 

“The progress in the industry is 
based on formulation, packaging and 
distribution, moving at a rapid pace 
not seen since the early days of pet do-
mestication. With new science based 
nutritional ingredients, streamlined 
distribution through retail and the 
Web, supply chain sustainability and 
packaging achievements, the global pet 
food market has been disrupted,” said 
John Siefert, CEO, VIRGO Publish-
ing. “For this reason, we have launched 
Petfood 2.0, the new standard for an 
evolved industry that needs relevant 
and fresh thinking to propel the global 
market forward.”

Petfood 2.0 is all about the science.  
The science of formulation means ex-
ploring the research behind the ingre-
dients, the R&D, testing requirements, 
manufacturing capabilities, sensory 
investigation and more.  The expo will 
delve into the science of packaging 
and the issues surrounding food safety, 
shelf life, technologies, marketing and 
sustainability.

It will also examine the supply chain, 
sourcing and how products are taken to 
the marketplace.

Horn, Kemin and DuPont, all large 
suppliers to pet food manufacturers, have 

already secured exhibit space.
“Horn’s Animal Wellness team is 

excited to be part of the new Petfood 
2.0 event put on by Virgo,” said Lisa 
Alley-Zarkades, vice president, com-
mercial development, Horn Animal 
Wellness. “Horn has a long history of 
distribution and supply chain manage-
ment in combination with partnering 
with top suppliers with a serious focus 

on bringing science and nutritional 
innovations to the pet industry.  This 
allows us to bring these innovations to 
various key manufacturers who want to 
make a difference. The format of Pet-
food 2.0 will allow for those with sim-
ilar goals to innovate, to meet in one 
place, and to create and network very 
efficiently.  We look forward to being 
part of a new concept.”
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HABRI Awards Groundbreaking Research Grants
The grants are designed to study the human health benefits of the human-animal bond.

T he Human Animal Bond Re-
search Initiative Foundation is 
funding five research projects, 

totaling $250,000 in grants that are de-

signed to study the human health bene-
fits of the human-animal bond.

These grants will fund high-quality 
research in areas including animal-assist-

ed social skills training for children with 
autism; canines and childhood cancer; 
long-term effects of pet dogs on families 
with children with autism; the role of 
dog walking in heart health and equine 
therapy for trauma survivors. 

“HABRI is making a major investment 
in new, groundbreaking research that will 
advance our knowledge of the human-an-
imal bond,” said Steven Feldman, HABRI 
executive director. “The caliber of each of 
these research studies is outstanding.”

The recipients and their planned re-
search projects are:  
• Erica C. Rogers, Ph.D., of Green 

Chimneys Children’s Services, for  
“Animal-Assisted Social Skills Train-
ing for Children with Autism Spec-
trum Disorders.”

• Dr. Kevin Morris, Ph.D., of Ameri-
can Humane Association, for “The 
Canines and Childhood Cancer 
Study: Examining Behaviors and 
Stress in Therapy Dogs.”

• Dr. Daniel Mills, BVCs, Ph.D., of 
Lincoln Memorial University, for  
“Long Term Effects of Pet Dogs on 
Families with Children with Autism.”

• Elizabeth A. Richards of Indiana Uni-
versity-Purdue, for “The Role of Dog 
Walking in Heart Health Promotion.”

• Daniel L. Stroud, Ph.D., of Oregon State 
University, for “Researching Equine-Fa-
cilitated Group Psychotherapy (EFGP) 
for Trauma Survivors: Horses and Hu-
mans in Therapeutic Relationships.”
Proposals were evaluated on study 

design, capabilities of investigators, ad-
equacy of facilities, cost-effective budget 
and potential for impact on the way the 
disease areas of interest are diagnosed, 
treated or otherwise understood by an in-
dependent Scientific Advisory Board.

Application review and oversight of 
HABRI research awards were managed by 
the Morris Animal Foundation, a nonprof-
it organization that invests in science that 
advances knowledge and improves health 
for companion animals, horses and wildlife.

 INDUSTRY BRIEFS
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Senior Leadership Transition at Petmate
Joe Messner retires, handing over the day-to-day responsibilities to new CEO Alice Tillett.

A fter a long, successful career in 
the consumer products industry, 
Joe Messner has retired, hand-

ing over the day-to-day responsibilities 
to new Petmate CEO Alice Tillett. 

Messner will assume the role of 
chairman.

“Alice will be a great asset to Pet-
mate,” said Messner. “She is a proven 
leader in the consumer goods indus-
try who will continue to accelerate our 
growth strategies, and I look forward to 
working with her during this transition.”

Tillett takes over the reins at  
Petmate with more than 20 years 
of leadership and a track record of 
growth with national retailers. She 
most recently served as president of 

Pacific Bicycle, a division of Dorel  
Industries, where she led the compa-
ny to record sales and exciting new  
product introductions under its um-
brella of brand names, including 
Schwinn, Mongoose, Pacific, Road-
master and more.

Prior to that, she served in leader-
ship positions for several large consum-

er brands, including Gibson Greetings, 
Rubbermaid and Huffy Bicycle.

“It is an honor to work with Joe and 
the entire Petmate team,” said Tillett. 
“For 50 years, Petmate has been creat-
ing innovative and functional products 
that bring joy to pet families. I am con-
fident that together we will continue 
to build strong customer partnerships 
and increase consumer loyalty.”

The company said Messner has 
been instrumental in accelerating Pet-
mate’s growth and innovation through 
marketing-driven brand initiatives, 
new product development and acquisi-
tions. He joined the company in 2011, 
the same year it was sold to Wind 
Point Partners.
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PetMatrix Adds New 
Sales Manager

Arthur J. McQuillan is the new na-
tional sales manager, pet, for Pet-
Matrix, LLC.

McQuillan has 24 years of expe-
rience in the pet industry. Recently, 
he was the vice president of sales 
at Three Dogs Bakery. He has also 
worked at Bio-Pro, Merrick, S&M Nu-
tec and Heinz Specialty Pet. 

He will be responsible for PetMa-
trix’s distributor, independent pet store 
and leading pet chain businesses.

New Key Accounts 
Manager at Marshall 
Maria Cristina Roth has been named 
the new key accounts manager – USA 
regional account manager for Mar-
shall Pet Products. 

Previously, Roth was the sales 
and operations executive, as well as 
the sales and operations assistant 
for Rush Direct, Inc. She has worked 
with major retailers, such as, Wal-
mart, Walgreen’s, Dollar Tree, Big 
Lots, Giant Tiger and more.

Bass Joins Whitegate PR

Sheryl Bass, a communications 
professional with approximately 
6 years of public relations agency 
experience, 3 years of journalistic 
reporting experience and 1 year of 
corporate communications experi-
ence, joined Whitegate PR. 

She is known for consistently gar-
nering significant national, regional 
and local publicity for clients includ-
ing The Wall Street Journal, The As-
sociated Press, Fox & Friends, CNN/
Monday, Reuters, The New York Times 
and NBC’s Today Show.

Metz Joins Vets Plus

Dale R. Metz joined Vets Plus, Inc., as the 
director of companion animal business.

“Metz has demonstrated his 
success as a leader in the industry,” 
said Steve Vale, vice president sales 
and marketing at Vets Plus. “We are 
pleased to have him leading our 
rapidly expanding companion an-
imal team.”

Metz will manage the compan-
ion animal business unit to signifi-
cantly grow the sales of the com-
pany’s private label and branded 
products.

Prior to joining Vets Plus, Metz 
was CEO of FoodScience Corpora-
tion in Vermont, a manufacturer of 
human and animal health supple-
ments. During his 15-year tenure 
at FoodScience, the company grew 
significantly and has emerged as 
an industry leader in the compan-
ion animal segment. Earlier in his 
career, Metz worked as a CPA and 
was the national partner in charge 
of corporate recovery for the ac-
counting firm KPMG.

Metz is a founding board mem-
ber and vice president of the Nation-
al Animal Supplement Council, an 
industry organization with a role in 
regulating the quality of companion 
animal supplements manufactured 
and sold in the U.S.

New Director of Sales at 
SynergyLabs
Howard London joined SynergyLabs 
as director of sales.

London, with more than 20 years 
of pet industry experience, will be 
overseeing a sales team that covers 
worldwide distribution of Syner-
gyLabs’ products including Dental 
Fresh, Shed-X, Fooey! and Richard’s 
Organics, among others.

His background includes head-
ing the sales/marketing pet division 
of a large human-product manu-
facturer, successfully launching and 
growing new and existing brands to 
international recognition, and own-
er of a pet industry consulting firm.

MOVERS & SHAKERS
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Charles 
“Chuck” Ish 
Remembered 
for His Sense 
of Humor 
The Northern California 
salesman served in the 
military, owned his own 
business before joining 
Market Strategies.

SPECIAL TO PET AGE 

C harles “Chuck” Ish, died May 3, 
after a brief battle with cancer. 

Ish was born a natural sales-
man who was always up for a good chal-
lenge and became a well-known Northern 
California personality in the pet industry.  

He joined the Air Force at the age 
of 17, serving in the Military Police. 
Ish started his career in the pet indus-
try when he became the manager of 
Feathers and Fins, where he was able to 
network and sell his abilities to gain em-
ployment in sales and distribution for 
Tonuia’s Fish Farm.  

Several years later, he began his 
employment with the Sonoma Coun-

ty Humane Society, where he worked 
as a humane officer. After 17 years, 
Ish decided to start a business of his 
own, and for 18 years, he owned C.P.I. 
Distributing, where he distributed pet 
supplies to retail pet stores throughout 
Northern California.

It did not take new customers long 
to realize he had a great sense of humor 
since his business cards read, “Chuck 

Ish, Another Damn Salesman.”
In January 2013, he sold his business 

and joined Market Strategies in February 
2013, where he was able to continue vis-
iting various pets stores, making sure the 
company’s products were fully stocked 
and solving any problems that the ven-
dors might be experiencing in the field.  
He did this until January 2014, when he 
was forced to retire due to health issues.

 INDUSTRY BRIEFS
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Halo Partners With AdoptAShelter.com
Exclusive partnerships will allow people to support animal shelters without having to 
take more money out of their own pockets.

A doptAShelter.com, an online 
shopping portal where con-
sumers can donate to their 

favorite animal shelters at no cost just 
by shopping at stores such as Amazon, 
Petco, Best Buy, iTunes, Expedia, Low-

es and more, announced an exclusive 
pet food partnership with HALO, 
Purely for Pets.

“Helping shelter pets is part of 
our mission,” said David Yaskulka, 
HALO’s vice president of marketing 
communications. “We wanted to help 
shoppers support animal shelters with-
out having to take more money out of 
their own pockets. AdoptAShelter.com 
is a great way to support your favorite 
shelter for free.”

The site is an online cash rewards 
mall featuring over 500 top-name mer-

chants, from Amazon to Zazzle. With no 
login or password needed, shoppers sim-
ply connect to their favorite online stores 
through AdoptAShelter.com, select their 
favorite shelter to receive a percentage of 
their shopping totals, and then shop as 
they normally would.

“There is no pet food company more 
devoted to animal welfare organizations 
than HALO, and we are thrilled that 
their incredible partnership will allow 
us to greatly extend our reach to more 
animal lovers and shelter supporters,” 
said Chris Ruben, AdoptAShelter.com 
founder. “They are an exemplary cor-
porate citizen, and we are honored to 
work with them to help more animals 
in need. Over 1,300 shelters, rescue and 
adoption organizations from across the 
United States have already registered 
with AdoptAShelter.com, and over 600 
donation checks have been mailed, so 
we are working hard to continue our 
mission and momentum.” 

 INDUSTRY BRIEFS
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Introducing Sojos Complete with Lamb. 
It’s the new, gentler side of Sojos. With easy to digest lamb 
as the number one ingredient. Like Sojos Complete Turkey 
and Beef, it’s grain-free with no GMOs, and nothing artificial. 
Just a short, sweet list of gently freeze-dried meat, veggies, 
and fruit for a naturally healthy, home-made meal in minutes.

Learn more about Raw Made Easy at sojos.com 

We’re 
tickled 
pink.

www.totalpetexpo.com

PetRageous Designs 
Donates Toys 

PetRageous Designs supported a va-
riety of charitable organizations by 
donating 8,016 holiday-themed pet 
toys to nonprofits large and small 
across the country. 

The total retail value on these 
items equals $40,000. These toys 
were given directly to pets in shel-
ters or sold at events to raise mon-
ey for rescues, shelters and adop-
tion programs.  

Additionally, the toys were able 
to help people in need, as PetRa-
geous Designs contributed to Proj-
ect Angel Food’s “Divine Design” 
event in Los Angeles, an annual 
fundraising event that allocates all 
proceeds to meals for people suffer-
ing from serious illnesses.

Shelters and rescue programs 
included Northeast Animal Shel-
ter, Love a Stray Rescue, Rock & 
Rawhide and Salem Animal Rescue 
League. Fundraising events includ-
ed Santa Paws Drive, Puppapaloo-
za Adoption Event, Project Angel 
Food, Divine Design Event and 
Boys & Girls Club. 

Appreciation 
Certificates Awarded 
At Global Pet Expo, America’s Vet-
Dogs and Ethical Products pre-
sented certificates of appreciation 
to several customers who have 
shown tremendous support of the 
America’s VetDogs’ product line 
and mission. 

Their continued support of the 
program helps provide assistance 
dogs to veterans with disabilities. 
Certificates were presented by Wells 
Jones of America’s VetDogs and Jon-
athan Zelinger of Ethical Products. 

Certificates were given to Brad-
ley Caldwell, Central Pet, Ahold USA, 
PetSense and Nexcom. 

GOOD DEEDS

Continued on p. 36
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Study: Infectious Diseases Increase in Dogs, Cats
Prevalence of feline immunodeficiency virus infection up in cats; Lyme disease up in dogs.

T here was a 48 percent increase in 
the prevalence of feline immu-
nodeficiency virus, or FIV, infec-

tions in cats, and a 21 percent increase in 

the prevalence of infection with the bac-
terium that causes Lyme disease in dogs, 
according to Banfield Pet Hospital’s State 
of Pet Health 2014 Report.

The report showed that in 2013, 
approximately one of every 300 cats 
seen in Banfield hospitals was found to 
be infected with FIV, with the highest 
prevalence of FIV infections in Okla-
homa, Iowa and Arkansas.

Also in 2013, approximately one in 
every 130 dogs was infected with the 
bacterium that causes Lyme disease. 
The report reinforced that the North-
eastern states are a hot spot for Lyme 
disease, with the highest prevalence of 
infection in New Hampshire, where 
1 in every 15 dogs seen was infected, 
followed by Massachusetts and Rhode 
Island.

In contrast, one in 1,000 dogs or less 
was infected in the Pacific Northwest. The 
infection was twice as common in large 
breed dogs as in toy/small breed dogs.

The report, compiled by Banfield’s 
internal research team, Banfield Ap-
plied Research and Knowledge, or 
BARK, analyzed data collected in 
2013 from nearly 2.3 million dogs and 
470,000 cats cared for in Banfield’s 
more than 850 hospitals in 43 states.

“The 2014 report highlights the in-
crease in infectious disease observed at 
Banfield hospitals nationwide,” said Jef-
frey Klausner, DVM, MS, DACVIM, 
senior vice president and chief medical 
officer for Banfield Pet Hospital. “It is 
our responsibility, as a practice and as 
a dedicated group of professionals who 
love pets, to provide the best possible 
preventive care, which leads to early dis-
ease diagnosis and management.”

The State of Pet Health 2014 Re-
port focuses on common infectious 
diseases affecting dogs and cats in the 
United States, as well as the prevalence 
and geographic trends of such diseas-
es, including Lyme disease, parvovirus, 
Giardia and kennel cough in dogs; and 
feline immunodeficiency virus infec-
tion, feline leukemia virus, upper respi-
ratory infection and ear mites in cats.

For the full State of Pet Health 2014 
Report, visit www.stateofpethealth.com.

 INDUSTRY BRIEFS
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Accreditation 
Program  
Offered for 
Pet Crematory 
Facilities
They are evaluated against 
a pool of more than 240 
standards that represent 
the best practices in pet 
cremation care and pet 
crematory management.

T he International Association of 
Pet Cemeteries and Crematories 
is offering a worldwide accred-

itation program for pet crematory fa-
cilities, the first and only accreditation 
program ever to be established for the 
pet aftercare industry, the group said.

Through the IAOPCC accreditation 
program, pet crematories are evaluated 
against a pool of more than 240 stan-
dards that represent the best practices 
in pet cremation care and pet cremato-
ry management.

An international task force of cremato-
ry operators and a veterinary professional 
created, and continually update, the stan-
dards to reflect the latest developments and 
improvements in pet aftercare, pet crema-
tion techniques, records, cleanliness, staff 
and client safety, and a host of other areas 
essential to excellent pet and client care.

Since 2009, the IAOPCC Standards 
Committee, a group of eight pet cre-
matory owners and operators located 

throughout the United States and Can-
ada, have met monthly to develop these 
intense and rigorous standards. The ac-
creditation standards, processes and pro-
gram of inspections were rolled out in 
January 2014 across the United States, 
Canada and worldwide to its members.

A Beloved Friends Pet Crematory of 
Northern Nevada, in Reno, was the first 
pet crematory in the United States to 

successfully complete the accreditation 
and inspection process. They were award-
ed their accreditation status on April 1.

Founded in 1971, the IAOPCC is a 
not-for-profit organization dedicated to 
advancing the standards, ethics and pro-
fessionalism of pet cemeteries and crema-
tories worldwide. Recognized as the lead-
ers of the pet aftercare industry, they have 
members in more than 15 countries.
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The Manufacturer, Blogger, Retailer Connection
Reaching out to influential bloggers at events like BlogPaws, is just one part of some man-
ufacturers’ larger marketing plan that, in the end, will benefit retailers. BY MICHELLE MASKALY 

B logPaws, a social media confer-
ence for the pet industry, was 
held in May at The Westin in 

Lake Las Vegas, and welcomed hundreds 
of pet professionals, including bloggers, 
manufacturers, retailers and journalists 

for three days of learning, networking 
and education.  

The conference, being held for the 
sixth time in 5 years, brings together 
manufacturers and pet-specific blog-
gers to not only learn about social me-
dia, but also interact, meet and learn 
from each other.

For companies like Merrick, the 
chance to meet such a large, concen-
trated group of pet consumers is a 
great opportunity.

“It is a great learning experience,” 
said Betsy Berger, communications 
manager for Merrick. “We hear about 
the issues and questions consumers 
have, and because they [bloggers] have 
a vast social network, they are able to 
share information with people.”

Many of the manufacturers, or spon-
sors, at BlogPaws, agree that the work 

they do reaching out to influential blog-
gers at events like this is just one part of 
their larger marketing plan that, in the 
end, will benefit retailers.

“It’s grassroots marketing,” said Jim 
Carney, sales manager at Weruva. “It 
brings it to a personal level. You get the 
personal edge that you get at massive 
trade shows. You can meet bloggers who 
care about what they feed their pets and 
they can influence other pet owners.”

And Carney would know. He spent 
10 years as the manager/buyer at Treat 
Your Pet, a retail store in New York. 
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“The independent retailer has to 
compete with the big money [of big box 
stores],” he said. “This allows people to 
direct them to the independent retailer.”

Weruva has been working with 
BlogPaws, which also executes blogger 
outreach campaigns, since earlier this 
year on a successful program that al-
lows bloggers to try their products and 
write about them.

“We had people who truly care 
about their pets and want to feed them 
the best,” he said, explaining that the 
bloggers were able to sample and re-
view their product prior to the cam-
paign and then got to meet them in 
person to answer any additional ques-
tions they might have.

Berger, like many of the manufactur-
ers, concurred.

“We want people coming into the 
store and asking for our food,” she said. 

Jones Natural Chews was one com-
pany that early on embraced the blog-
ger community as a way to move their 
brand forward and introduce themselves 
to a new audience. In fact, they hired a 
blogger to write for them, and basically 
become the public face of the company.

“She is always educating people and 
getting our name out there,” said Su-
zanne Madenis, of Jones Natural Chews. 
“We started to branch out. Blogging [and 
social media] isn’t everything for the fu-
ture, but a lot of people are looking at it.”

In terms of attending BlogPaws, and 
connecting directly with consumers who 
use their blogs as a platform of informa-
tion, it is a smart business investment.

“As far as brand recognition goes, it is 
awesome,” Madenis said. “Then, they will 
start looking for our product in the stores.”
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Life is good Pet by Planet Dog Launches New 
Collection
The Fall 2014 collection includes tail-wagging toys, treats, squeakies, go gear, sweat-
ers and crusher tees, home goods and holiday items.

L ife is good Pet by Planet Dog 
launched a new collection of 
dog-friendly products that will be 

available to pet retailers.
The Fall 2014 collection includes 

tail-wagging toys, treats, squeakies, go 
gear, sweaters and crusher tees, home 
goods and holiday items.

“Planet Dog and Life is good have 
both built our brands on giving back, 
and we are both dedicated to making 
extraordinary and fun products that 
enable us to celebrate life while con-
tributing to great causes,” said  Stepha-
nie Volo, Planet Dog’s Co-CEO.

Rocket Balls, Rocket Bones, and the 

Fetch Ball with Rope are made from 
Rocket-Gel, a pliable, nontoxic and 
eco-friendly material that is made in the 

USA.  Each one comes in two sizes and 
four colors. The rugged Fabric Flyers, 
available in perfect plum or retro green, 

are made of durable poly-canvas and are 
floatable for fetching fun anywhere. Soft 
and snuggly, Plush Squeaky Toys feature 
cozy plush outers and recycled fill, and 
are available in the shape of Rocket the 
Dog’s head, or in a heart shape.

The Nylon Adjustable Collars, 
Leashes and Harnesses are available 
with Rocket’s head on retro green or 
with the heart shape on perfect plum. 
Each is available in multiple sizes for 
every breed. Also available are cotton 
and acrylic blend Snuggle-Up Sweaters 
in two color options and six sizes. The 
Canine Crusher Tees offer a distressed 
look on 100 percent cotton and boast 
Lucky Dog on the back. The Crusher 
Tee is available in three colors and six 
sizes. Pooches can round out the look 
with 100 percent Cotton Bandanas in 
two colors and three sizes that proclaim 
Life is good for a Lucky Dog.

In addition, the line includes safe, 
durable, easy-to-clean silicone Food & 
Water Placemats and Bowls. Placemats 
are debossed with Lucky Dog or Half-
full on true blue and deepest plum. 
Bowls feature debossed Half-full on 
turquoise blue or perfect plum. 

Also part of the line are 100 percent 
All-Natural Life is good Dog Biscuits, 
available in Say Cheese!, Go Bananas! and 
Slobber & Spice. The treats are all sourced 
and baked in the USA, and are wheat, 
corn and soy free with no wheat gluten. 

The Journey Nester Bed features 
contouring memory foam and a remov-
able, machine-washable micro-suede 
and poly-canvas cover.

“There has always been a great con-
nection between dog lovers and Life is 
good,” said Bert Jacobs, chief executive 
optimist for Life is good.  “By team-
ing up with Planet Dog, we can bring 
our favorite Life is good messages and 
graphics to the best-made dog prod-
ucts in the industry.” 

your partner in
supporting local
animal shelters

I love my pets 
so much that 
I'll only give 
them Halo.

”
“

Join HALO's 
award-winning cause 
marketing program, 
donating 1.5 million 
meals/year

Contact us now for 
more information!

Call 1-800-426-4256 for authorized distributors in your area.

www.halopets.com/retail

Contact 

us now!
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PetLooks Offers Retailers Bou-
tique Items at Local Trade Show
PetLooks, a new and small-scale trade show, hopes to 
move around the country putting manufacturers in the 
retailer’s backyard. BY MICHELLE MASKALY 

A ttending trade shows and oth-
er events to find the newest, as 
well as unique, pet products is 

a must for retailers, but traveling all 
across the country can get super expen-
sive very quickly.

It is a driving force behind the new 
event, PetLooks, a small trade show that 
hopes to move around the country putting 
manufacturers in the retailer’s backyard.

“This allows vendors and buyers 
to talk to everyone,” said Shawn Pa-
risi, director of sales at PoochieBells. 
“There is no rush.”

Parisi pitched the idea of hav-
ing these more intimate shows to her 
friend, David Fine, of Bark-n-Bag 
and Furry & Fabulous, after hearing 
from retailers that it was getting too 
expensive to travel to shows, and then 
when they get there, vendors don’t 
have much time to spend with them, 
or they run out of time before seeing 
everything they wanted to check out.

“For vendors and buyers, after three 
days it’s hard to stay organized,” said 
Parisi. “Plus, with the economy the 
way it’s been for both sides, we wanted 
to work together to grow the industry.”

The pair targeted retailers within a 
two-hour radius of Philadelphia, where 
the Tuesday show was being held, and 
plan to do the same for future shows, 
which they would like to hold in other 
parts of the country.

“It’s affordable for vendors and 
buyers,” said Fine, who expected to 
see about 100 buyers come through 
the door. “No one is staying over, it’s 
economical and they get more personal 
one-on-one time. ”

Many of the products being show-
cased were moderately priced, yet up-
scale looking, and featured both items 
for the pet and the pet owner. It’s a  
perfect combination for husband and 
wife  Kerry and Jean Ustaszewski, who, 
along with their daughter, Hallie, run 

The Dog Stops Here, a seasonal kiosk 
at Berkshire Mall in Reading, Pa.

“[The big shows] are overwhelm-
ing,” said Jean Ustaszewski. “Dog 
food, aquariums, we don’t need that. 
We need more boutique items. We 
have repeat customers that come in ev-
ery year so we need to find different 
gift items. They say, ‘What can I get 
for Aunt Lucy? I got her this last year.’”

Their kiosk is open from late Octo-
ber until the end of December, lending 
themselves to a customer base who is 
looking for gifts for their own pet, gifts 
for other people’s pets and pet-themed 
items for other people.

That’s where products like Sara En-
gland Designs was offering come into 
play. They feature, among other things, 
breed-specific cheese boards, coasters, 
matted prints and more.

“We’ve done Backer, Global, Super-
Zoo, other pet expos for years, but we’ve 
scaled back,” said Sara England. “We like 
those shows, but in a tough economy 
that is a lot of financial commitment.” 

Instead of shipping enough product 
to fill a 20-foot booth like she typical-
ly would, she picked a selection of her 
favorite designs and items, put them in 
her car and drove to Philadelphia from 
her home in Maryland.

“There is less of a commitment,” 
she said. “Plus, we are coming to them 
[the buyer]. They don’t have to travel.”

Less travel was something that at-
tracted Christine Savage, the manager at 
Flying Fred’s in Maryland, to the event.

“It’s more cost-effective,” said Savage, 
who manages a shop of about three peo-
ple. “If we go to the big shows, that takes 
a few days and since we are a small store, 
that takes time away from us being there.”

Savage has attended large trade 
shows in the past, but wasn’t planning 
on doing so this year.

“Last summer wasn’t that great, so 
we didn’t go to Global and we are not 
going to SuperZoo,” she said. “[But 
here], I still get to see new products and 
check out the quality of them, which is 
very important for a store like ours.”

PetLooks organizers plan to hold a 
similar event in the Boston area next, 
and would eventually like to see it ex-
pand to the Northwest.



34   Pet Age   JULY 2014

More Changes for Backer’s  
Total Pet Expo
New features include an app, natural products lounge 
and boutique section.

A fter extensive upgrades to its 
annual fall event in 2013, 
H.H. Backer Associates is 

adding more new programs and im-
provements to enhance the trade 
show experience for both exhibitors 
and buyers during this year’s show.

“Backer’s Total Pet Expo continues 
to be the best place for our buyers to 
meet face-to-face with current and po-
tential vendor partners while getting 
the product and business education 
they need to continue to be success-
ful,” Colette Fairchild, the show’s di-
rector, said. “The additional changes 
we’re making are 
designed to make 
the overall show 
experience better 
for everyone.”

Attendees to 
this year’s show, 
which takes place 
Sept. 19-21, at the 
Donald E. Stephens Convention Center, 
will find the following new features:
• An app for smartphones and tablets 

available from iTunes and Google 
Play that includes exhibitor and at-
tendee locators, schedules, speaker 
bios, maps, a QR scanner, photo 
gallery and social media links.

• A “Top Ten” All-Natural Prod-
uct Lounge within the popular 
All-Natural Area on Level 1, show-
casing the best products of current 
exhibitors as voted on by retailers 
online pre-show.

• A contest that will provide a new 
and exciting opportunity for ex-
hibitors. Companies that have 
an innovative pet product should 
be ready to make their best pitch 
for prizes valued at $10,000 and 
a chance for significant national 
media exposure. More information 
will be announced at a later date.

• A Secret Shopper contest designed 
to reward exhibitors. Mystery 
shoppers visit select booths to as-
sess exhibitors’ levels of knowledge 
and service. Prizes will be an-
nounced at a later date.
There will also be improvements 

to existing programs.
A boutique section will be added to 

the “Pet Store on the Floor,” located on 
Level 2. Retailers can get merchandis-
ing tips, find out about POS systems 
and interact with live animal displays.

A change in the Backer Buyer Re-
wards program will award cash back 

rather than gift cards for 
buyers placing orders 
at the show. For every 
$3,500 worth of orders 
placed at the expo, buy-
ers will receive $75 post-
show, up to $225 with 
proper documentation 
per qualified firm.

There will be a new business man-
agement track in the “Smart Zone” 
education station area. Several new 
speakers have been added to the oth-
er stations, in addition to more seat-
ing to accommodate larger groups. 
Other tracks include technology, 
aquatics, marketing/merchandising 
and animal health/wellness.

In addition, there will be a new 
full-day pre-show seminar by Chris 
Beykirch on Thursday, Sept. 18, from 
10 a.m. to 5 p.m. entitled, “The Nuts 
and Bolts of Bigger Retail Profits.”

Other popular returning features 
include the New Exhibitor Area; the 
All-Industry Networking Party on 
Saturday, September 20; the GoT-
oRovers.com 5K Fun Run/Walk; the 
Product Innovations area; the Cele-
bration of Style Grooming Competi-
tion, and the free shuttle bus service 
on Friday, Sept. 19.
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Old Mill Pet Makes 
Shelter Donations

Using the power of social media, 
Old Mill Pet made a monetary do-
nation to more than 10 animal char-
ities across the country as part of its 
launch party at Global Pet Expo. 

Louis Angerame, the compa-
ny’s president, asked attendees 
to jump in a photo with him in an 
effort to break the Global Pet Expo 
retweet record, adding that every-
one featured in that photo would 
be asked to name a shelter nation-
wide, and a monetary donation 
would be sent after the show. 

The tweet broke the record by 
earning 105 retweets. 

Petmate Helps Raise 
Money for Pets 
Petmate and Operation Kindness, 
the largest no-kill animal shelter in 
North Texas, partnered for a special 
event, Cinco de Mutto,  to kick off 
Cinco de Mayo and celebrate Na-
tional Pet Month. 

The event raised more than 
$1,000, and Petmate additionally 
donated more than $5,000 worth of 
products, including collars, leashes, 
toys and more to the shelter.

Held at Mutt’s Cantina in Dallas, 
Cinco de Mutto was an afternoon of 
fun for the whole family that promot-
ed pet adoption and the love of pets. 

Petmate donated Puppy Starter 
Kits to all who rescued a dog in need 
of a ‘fur-ever’ home, and guests were 
treated to professional pet photos, 
discount microchipping, free spins 
on the Petmate prize wheel and 
fun activities for dogs including a 
Chuckit! fetch contest. 

With the help of her rescue dog 
Bruce, special guest Miss Texas Inter-
national 2014 Rachael Lynee Burns, 

GOOD DEEDS
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Media Attention Given to Pet Treats Could Help 
Independent Retailers
PetSmart, Petco's decision to pull treats made in China off their shelves is something many 
independent pet retailers did a long time ago. BY REBEKAH HARRISON

W hen PetSmart and Petco  
announced their plans to 
pull all dog and cat treats 

made in China by the end of this year 
because of continuing fears that they 
are making pets sick, pet owners, 
the media and even non-pet owners  
applauded their efforts. 

But, their move was something that 
many independent pet retailers have 
been doing for years.

 “All the treats we carry are USA or 
Canadian made,” said Heidi Vanorse 
Neal, owner of the natural pet store Loyal  
Biscuit, in Maine. “We are an all-natu-
ral pet store.”

Loyal Biscuit has never sold treats 
from China, nor does it ever plan to. 

The move by the two big-box stores, 
which got so much media attention, 
will help drive more business to her 
store, she believes. 

“It is bringing to light that people 
need to be more aware of what they  
are feeding their pet,” said Neal. “I be-
lieve this will benefit consumers greatly.  
It increases knowledge of ingredi-
ents and they pay more attention 
which, in turn, helps small businesses  
as well.”

In addition to not selling treats made 
in China, Loyal Biscuit takes it a step 

further and carries treats with no corn 
wheat or soy byproducts. 

“It’s the ingredients that make the 
treats natural,” said Neal. “We only sell 
products with no additives.” 

Much like Loyal Biscuit, Parker’s 
Naturals, in Chicago doesn’t carry 
these treats either.  

“A lot of our treats are locally made,” 
said Michael Sheets, the store’s assistant 
manager. “We only carry USA-made treats. 
We always have.”

The staff at Parker’s Naturals is very 
educated when it comes to pet nutri-
tion, which also helps bring customers 
through their door. 
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 INDUSTRY BRIEFS

tossed out the first Chuckit! ball to 
officially kick off the fiesta, which was 
attended by more than 250 guests.

Pet Valu’s Pet 
Appreciation Weekend
Pet Valu celebrated domestic critters 
and those who love them with their 
annual Pet Appreciation Weekend.

The two-day event focused on 
building awareness for homeless an-
imals and raising money, food and 
supplies for local animal charities. 

Pet Valu raised $213,000, and 
$35,000 in product donations during 
the event, which will stay within each 
Pet Valu community. 

In addition, Pet Valu helped 575 
animals find homes.

GOOD DEEDS

Continued from p. 36

Three Dog Bakery Acquired By 
Private Equity Firm
The company has grown to 36 boutique bakeries for dogs.

T hree Dog Bakery, Inc., in its 
25th year of business and a 
nationally recognized leader 

in the premium natural dog treat and 
food industry, has been acquired by a 
private equity group led by Aziz Giga, 
former vice president of strategic plan-
ning at PPG Industries. 

The new company will be known as 
Three Dog Bakery, LLC.

“We are proud to own the Three Dog 
Bakery brand that pioneered bakeries 
for dogs,” said Giga, the chairman of 
Three Dog Bakery, LLC. “The team has 
done a great job expanding the brand, 
products and distribution across North 
America. We look forward to helping 

move the company to the next level.”
The company was founded in 1989. 

From its beginning as a single bakery in 
Kansas City, the company has grown to 36 
boutique bakeries for dogs, located with-
in the United States, Canada and Hong 
Kong. Additionally, the company provides 
Three Dog Bakery brand and private-la-
bel-packaged products to national and 
independent pet retailers, grocery, drug, 
mass and club merchandisers and through 
direct-to-consumer Internet sales.

“We are excited about this new part-
nership and fully expect this transaction 
to greatly accelerate our growth strate-
gy,” said Brian Wietharn, president and 
CEO of Three Dog Bakery, Inc..
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❚ Stockroom

1 Editor’s Pick – Wuv 
You Treats by Jones 

Natural Chews
Wuv You Treats features 2 
ounces of Big Paw Jerky and 
2.5 ounces of Tender Taffy 
Soft Chicken Blend, both in a 
reusable canister. 
www.jonesnaturalchews.com 

2 H-DuO Dual-Chamber 
Hydration Bottle by 

Dexas
The bottle is made with 
BPA-free, impact-resistant 
and heat-resistant resins. 
Available in bright green, 
purple and blue with gray 
housings and rings.
www.dexas.com 

3 Cat Litter Mat Merchan-
dising Shipper Displays 

by Dog Gone Smart
Dog Gone Smart’s new Cat 
Litter Mat solves the prob-
lem of messy litter scatter 
once and for all. Use under 
litter boxes to instantly 
trap cat litter scatter.
 www.dgspetproducts.com

1

New products and special categories 

2

VIGOR

For active 
lifestyle 
pets!

Sign up to receive coupons at:

www.halopets.com

Ellen DeGeneres
Animal advocate
Co-owner, HALO

feed the fun

NEW

EDITOR’S PICK

3
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4 Fun Pack by Jones  
Natural Chews

The Fun Pack features four 
scrumptious 4-inch beef cen-
ter bones. Most have meaty 
bits and marrow left in the 
middle of them. These bones 
are all-natural, andmade-in-
the-USA.
www.jonesnaturalchews.com 

5 EverPup Ultimate Daily 
Dog Supplement

Functional Nutriments, the 
makers of Apocaps Dietary 
Apoptogen capsules for 
dogs, introduce the most de-
licious formulation of their 
sprinkle-on 100 percent hu-
man-grade all natural dog 
supplement. Each scoop con-
tains apoptogens, vitamins, 

minerals, probiotics, prebiotics 
and glucosamine, in a highly 
palatable form that dogs love. 
For dogs of all ages. Made in 
USA and backed by 100 per-
cent guarantee.
www.functionalnutriments.
com 

4

5
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9

 NEW PRODUCTS 

6 Pure Piggy by Loving pets
Loving Pets’ 100 percent all-nat-

ural Pure Piggy dog chews satisfy a 
dog’s natural desire to chew. Each 
pork part was carefully selected 
for its savory taste and chewy bite, 
providing long-lasting mental stim-
ulation as well as effective teeth and 
gum maintenance.
www.lovingpetsproducts.com 

7 Christmas Wooferman Treats 
by Jones Natural Chews

Christmas Wooferman Treats look 
just like a gingerbread man and con-
tain four treats per box. The treats 
use USA all-natural ground beef and 
have no artificial ingredients.
www.jonesnaturalchews.com 

8 Kangaroo Plus Pet Leash
The Kangaroo Plus includes all 

the features of the Kangaroo with 
the added bonus of the Kache Poop 
Bag Dispenser. The Kache easily con-
nects to the super soft fleece handle 
to provide immediate accessibility of 
poop bags or other stowable items.
www.kinninc.com 

9 Richard Organics Natural 
Shampoos and Conditioners

wwww.synergylabs.com 

6
7

8
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10Kangaroo Pet Leash
Designed with an adjustable super soft 

fleece handle and shock absorber, the Kanga-
roo pet leash provides both pets and owners 
unbeatable comfort. The shock-absorbing 
function is durable and secure, eliminating tug 
and strain when walking a pet.
www.kinninc.com 

11 Bow Wow Boo Bucket by Jones Natu-
ral Chews

The Bow Wow Boo Bucket is a treat bucket, com-
plete with nine items: one windee, one beef knee 
cap, one beef hoof, two lambly links, one K9 ba-
con roll, one other ear and two woofers.
www.Jonesnaturalchews.com 

12Natural Value by Loving Pets
Emphasizing affordable, premium quali-

ty products, Loving Pets developed recipes with 
USA-sourced ingredients to produce a new line 
of extremely affordable dog treats. Flavor com-
binations include: Meat Sticks, Meat Tenders and 
Sausages made with Beef, Chicken and Duck.
www.lovingpetsproducts.com 

11

12

10
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UV

RAIN OR SHINE
WE’VE GOT YOU COVERED

The new Outdoor Bed Collection by P.L.A.Y.

VISIT US AT

SUPERZOO
BOOTH#

13155

PetPlay.comP.L.A.Y.

13 Canine Christmas Crunch-
ers by Jones Natural Chews

Canine Christmas Crunchers are 
ready-to-hang Christmas stockings 
full of five dog chews.  The chews 
include: one beef hoof, one pig ear, 
one beef knee cap, one beef center 
bone and one pork K9 bacon roll.
www.jonesnaturalchews.com 

14 Oatmeal & Aloe  
Shampoo and Conditioner 

by earthbath
The Oatmeal & Aloe Shampoo and 
Conditioner has all-natural ingre-
dients that provide a safe and ef-
fective way to clean and condition 
coats and help soothe minor skin 
irritations in both dogs and cats.
www.earthbath.com 

15 Dogit Clean Disposable 
Dog Diapers

When leaks become an issue due to 
incontinence, excitable urination, 
females in heat and dogs recover-
ing from lower body surgery, Dogit 
Clean Disposable Diapers are the 
solution to the problem. 
www.hagen.com 

16 PURR-fect HARMONY 
Clumping Cat Litter

This high-performing “green” lit-
ter looks like clay, but it is made 
with 85 percent recycled materi-
al. It eliminates the need to strip 
mine Mother Earth as traditional 
clay litters require.
www.purr-fectharmony.com  

13

14

15

16
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17 Robusto Bowl by 
Loving Pets

Built for extreme durability, Lov-
ing Pets’ Rubusto Bowls feature 
solid, heavy gauge aluminum 
construction paired with simple, 
bright color and design combi-
nations for dogs and cats. 
www.lovingpetsproducts.com 

18 EzyDog’s Road  
Runner Leash

The Road Runner Leash is de-
signed to easily be worn around 
a waist or shoulder for a true 
hands-free experience. Its fea-
tures include a soft adjustable 
neoprene handle, reflective trim 
for nighttime safety, EzyDog’s 
proprietary soft touch webbing 
and a ring for accessories.
www.ezydog.com 

19 Scentament Spa 
Seasonal Body & 

Facial Washes
The new body and facial washes 
from Scentament are offered in 
three Summer Scents and two 
Holiday Scents. Available in ex-
quisite “gift-ready” packaging.
www.bestshotpet.com 

18

19

17
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Powerful Data. Hard Facts. One Source.

THE 2013–2014 APPA NATIONAL PET OWNERS SURVEY

Order your copy online today at www.americanpetproducts.org.  
Or, call 203.532.0000 for more information and an order form.

It’s Like Having  
Your Own Personal GPS—

with Data to Help Drive  
Your Business  

in the Right Direction

NEW!E-Book NowAvailable

20 Diamond Plate Bowl by 
Loving Pets

Designed with a rugged appeal, 
Loving Pets’ Diamond Plate Bowls 
offer a classic dog-feeding dish 
made from solid bacteria-resistant 
stainless steel. Each dishwasher-safe 
bowl features construction-grade 
checker plate tread for a durable 
and authentic look.
www.lovingpetsproducts.com 

21 Essential Calming Oils by 
Dog Fashion Spa

Dog Fashion Spa launches Essential 
Calming Oils for dog relaxation, de-
veloped to naturally relax and calm 
dogs that are uneasy or nervous 
when traveling, or any dog who is 
anxious or fearful.
www.dogfashionspa.com 

22 Mutt Pancakes Treat Mix
The Mutt Pancakes Mix 

is free of grains, glutens, wheat, 
dairy, soy and corn. It is a dry mix 
made with organic ingredients to 
make pancakes for a dog. Simply 
add 1 cup of water or unsalted 
broth to the mix for a special treat 
dogs will love.
www.yourdogsdiner.com 

23 Diamond Naturals
Diamond Pet Foods has 

reformulated the entire Diamond 
Naturals brand pet food line by add-
ing proprietary probiotic technolo-
gy and super foods to each formula.
www.diamondpet.com 

20 21 22

23
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Visit us at SuperZoo Booth #13146
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25

 NEW PRODUCTS 

24 American Authentics by 
Hillside Farms

American Authentics is made with 
lean, U.S. grown chicken. The jerky 
treats are high in protein while be-
ing low in fat and low in calories.
www.hillside-farms.com 

25 Voyager Comfort Carrier
This combines popular 

Comfort Carrier features with new 
consumer-requested features such 
as redefined pockets, locking zip-
pers and an easy top-loading entry. 
The Voyager is manufactured with 
durable material, reinforced seams 
as well as supportive carrying straps.
www.bergandirectdelivery.com 

26 ZUCA Rolling Pet Carrier
The ZUCA Pet Carrier can 

easily be secured in a car with a stan-
dard seat belt for safety on the road. 
The carrier can be used in the car, 
outdoors or in the house. They pro-
vide a den-like atmosphere for cats 
or small dogs, up to 15 pounds, and 
can be rolled from place to place.
www.zuca.com

27 Exo Terra Day & Night 
LED

The Exo Terra Day & Night LED 
lamp includes a simple button 
that switches from bright daylight 
mode to dim night mode. Both 
settings are cool and energy effi-
cient, so they won’t overheat pets, 
but instead allow for a natural 
nighttime temperature drop.
www.hagen.com 

26

27
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28

29

30

31

28 Sportz-Vibe
Sportz-Vibe is a mas-

sage therapy blanket for dogs. 
Message therapy can help to 
reduce pain, improve blood 
supply to tissue and reduce 
inflammation in dogs that are 
suffering from long-term back 
or hip conditions.
www.sportzvibe.com 

29 Mr. Groom
Mr. Groom enhanc-

es pets’ color and provides a 
lasting clean that keeps them 
looking showroom-ready on 
any occasion. Mr. Groom was 
developed to make pets com-
fortable, happy and sparkling 
with health and vitality.
www.mrgroom.com 

30 Koala Collar
The Koala Collar is 

made with super soft fleece 
collar lining and leash handle. 

They provide ultimate comfort 
to both pets and their owners.
www.kinninc.com

31 Coachies by The  
Company of Animals

Coachies are one-calorie, bite-
sized treats that are 100 per-
cent grain free and sugar free. 
Each oven-baked morsel is 
made with the highest quality 
natural ingredients.
www.companyofanimals.us 
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New product descriptions are submitted by the manufacturer, and are subject to editing for space and clarification.

32 The Polar Bowl 
The Polar Bowl is a 

double-walled stainless steel 
bowl with a nontoxic freez-
able gel core center. It comes 
in 14- and 28-ounce sizes. 
www.neaterpetbrands.com 

33 YaffBars        by 
Mudd+Wyeth

YaffBars are the first energy bar 
made for humans and dogs to 
enjoy together. They come in-
With fruity, nutty flavors.
www.muddandwyeth.com 

34 ReptiSun LED 
Terrarium Hoods by 

Zoo Med Labs, Inc.
The LED Terrarium Hoods pro-
vide bright, beautiful light for 
reptiles or amphibians while 
promoting the animal’s natural 
behaviors and terrarium plant 
growth. These hoods feature 
adjustable rails allowing them 
to fit a variety of tank sizes, and 
can also be suspended using 
the included stainless steel “air-
craft cable” suspension kit.
www.zoomed.com 

32

33

34
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This month, Pet Age is highlighting leashes and collars.

1Sunshower by Legiti-
mutt

Legitimutt’s Sunshower 
is the perfect accessory 
for the dog that loves the 
beach, rain or just the out-
doors.  Their Sunshower 
collars and leashes come in 
seven designer colors and 
are water- and odor-proof.  
These stylish beauties are 
built to last and look good. 
www.legitimutt.com/ 

2 Harness Lead
Harness Lead is a leash 

and harness combo that re-
duces pulling and is escape-
proof. Adjusts to any size and 
fits unusual body types. Soft 
weave and minimal design 
offer comfort and freedom 
of movement. Harness Lead 
is hand-spliced in the USA for 
superior strength.
 www.harnesslead.com

3 Martingale Collar 
Reflective Bones Black 

by Red Dingo
These dog collars are made 
with premium nylon web-
bing, solid stainless steel 
D-rings and their trade-
marked buckle bone side 
release buckle. Reflective 
Martingale dog collars are 
available in three sizes.
www.reddingo.com 

2

1
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4Padlock ID Holder by California Collar Co.
The signature padlock ID collar is a great way 

to keep ID on the pet owner’s dog without the 
bulk of a regular collar, and is perfect for those 
who walk their dogs on a harness or choke collar. 
www.californiacollarco.com 

5 Brookenjack
Brookenjack’s attractive and unique prod-

ucts are low maintenance and clean easily with 
soap and water.  They resist sunlight and bac-
teria so they won’t fade and never smell. Sim-
ple, classic designs available in many colors to 
complement any dog’s coat.  Made in the USA.
 www.brookenjack.com

4

5

3
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www.petstorepro.com

Turn your 
rookies into 
pros.

© 2014 Pet Industry Distributors Association. All rights reserved.

Easy. Effective. FREE.
• Improve service & satisfaction.
• Handle daily challenges.
• Raise your profit potential.

NEW in 2014
Pet Retail Basics Chapter
Teach new hires the fundamentals.

Simplified Dashboard
Use from your computer or tablet.

FREE  
online  

training

6 Latigo Hunting Dog Collar by Auburn 
Leathercrafters

The Latigo Hunting Dog Collar features 
brass-plated buckle, rivets and rings. A cen-
ter “O” ring collar is designed to roll and give 
a dog a better chance to escape if the collar 
were to become tangled in brush or fence.  
www.auburndirect.com

7 BihlerFlex
Bihlerflex’s Perfect Leash products bring 

comfort and enjoyment back to dog walking. 
Designed with pet and owner in mind, the 
leash features a unique, 100 percent polyure-
thane design with no rubber. The polyure-
thane absorbs a dog’s energy and creates a 
smoother, more pleasurable walk for both the 
owner and dog. All Perfect Leash products are 
made in the USA and guaranteed for life. 
 www.bihlerflex.com

6

7

8

 FOCUS ON
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PawsitivelyGourmet.com • 866.729.7468PawsitivelyGourmet.com 
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8 flexi VARIO
The flexi VARIO leash concept can be vari-

ably adjusted to the wants and needs of every 
dog owner. Some of the major new features 
include: an LED Lighting System, multipur-
pose box for treats or waste bags, leash re-
placement options, adjustable grip size and 
short-lift braking system.
www.flexi-northamerica.com 

9 Paw Madras Collars by 2 Hounds Design
The Paw Madras collars by 2 Hounds De-

sign, is available in 1 inch and 1-½ inches with 
a matching leash. Choose from Martingale or 
side-release styles in sizes small through 2XL.
www.2houndsdesign.com 

10 Sebastian & Co. 
The Sebasian & Co. Rene leather collar 

is crafted with their finest artisan bridle leather 
on the outside and padded with luxurious calf 
leather on the inside.  This pyramid studded 
collar makes a classy and bold statement.
www.sebastiancollarandsaddlery.com 

9

10
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Pulling In Extra Cash 
Adding services such as grooming or photography 
are additional ways to generate store income. 

BY DAN CALABRESE 

A growing number of pet retailers 
have responded to the econom-
ic stagnation of recent years by 

adding pet-related services in an at-
tempt to expand sources of revenues. 

According to an industry report 
issued by the business research firm 
IBISWorld, 22 percent of pet retail-
ers added specialized services to their 
product offerings as recently as 2010, 
and it is believed that in subsequent 
years the trend has at least persisted, if 

not accelerated.
The investment would appear to 

be a promising one, as the American 
Pet Products Association reports that 
spending on pet-related services grew 
40.6 percent between 2008 and 2013.

The most common service retailers 
are adding appears to be boarding and 
grooming, a natural extension of a pet 
retailer’s resources, staff knowledge and 
facilities, but still one requiring a good 
deal of space and additional staffing.
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Dog boarding, whether overnight 
or in a day care setting, involves a lot 
more than just a space to confine the 
dog. The leading boarding facilities 
offer play areas, grooming, activities... 
one emerging trend even involves sto-
rytelling. A pet retailer who wants 
to expand into boarding needs to do 
more than just set up a makeshift ken-
nel. In order to compete for business 
with the top facilities, it needs to ex-
plore best practices and find out what 
dog owners are really looking for in a 
boarding facility.

Grooming is a service many retail-
ers already offer. Those who are think-
ing of adding it should recognize that, 
while easy access to targeted customers 
absolutely offers a strong business op-
portunity, it’s not a slam dunk to make 
a profit. A wise approach is to research 
the cost of supplies and materials, as 
well as prevailing trends in pricing, to 
ensure that a grooming service can ac-
tually earn a profit.

Granted, grooming offers the po-
tential for upselling because grooming 
customers, once in the door, might 
spend on other items they would 
otherwise never have purchased. But, 
conceiving a service as a “loss leader” 
is usually not a good strategy. If you’re 
going to offer grooming, crunch the 
numbers and be sure the grooming it-
self can make you money.

Doggie Massage 
Hey, you like them? Why wouldn’t your 
dog? Dogs can’t necessarily tell you 
where it hurts or where they’d like a little 
extra attention, but the well-trained dog-
gie masseuse can still be a best friend to 
your customers’ best friends.

Massage services involve relatively 
little cost, requiring little more than a 
properly equipped table and a service 
provider who has the right combina-
tion of skill and patience. And while 
many states do not require licensing 
or certification for those giving pet 
massages, a retailer might consider re-
quiring them anyway, if nothing else to 
help separate the truly qualified candi-
dates from those who merely claim to 
have the proper credentials.

A good approach to quality control in 

hiring here would be to find established 
doggie massage services and ask if any 
talented interns have come through their 
organization. Then again, such an organi-
zation might be interested in contracting 
to perform the service itself, which might 
be a simpler way for the store to go.

Pet Photography
Many pet owners consider their pets 
members of the family, and that means 
the pets belong in family portraits just 
as much as other family members. That 
doesn’t always go over too well, though, 
at traditional portrait studios. 

With relatively limited space require-
ments, a pet retailer can augment its rev-
enue by giving families with pets the op-
portunity to pose for portraits involving 
every member of the family, regardless of 
whether they walk on two legs or four, or 
have gills or feathers. 

Here there are two primary approach-
es retailers can take, both of which carry 
pluses and minuses. 

On the one hand, a pet retailer 
could hire its own staff photographer, 
which presents an upfront addition to 
overhead but also offers the potential 
for significant revenue in that an effec-
tive marketing program could yield sig-
nificant sales. Since just about everyone 

who comes into the store is a pet owner, 
the use of in-store marketing and social 
media would be targeted in a high-value 
manner, and would have a good chance 
of generating positive results. 

But aside from overhead, another nega-
tive of this approach is that it puts the onus 
on store employees to market the service.

Another approach would be to simply 
lease space to a photographer and let the 
photographer deal with the management 
and marketing of the service. The benefit 
here is that the store only has to provide 
the space, and the revenue stream is con-
sistent and predictable, without any oth-
er overhead being required. 

A potential drawback, though, is 
that an outside party operating on your 
premises might not operate entirely ac-
cording to your procedures, and if you’re 
not involved in the marketing of the ser-
vice, you have no control over its success. 

A lessee who takes good pictures but 
doesn’t know how to market the service, 
and they are, of course, two totally differ-
ent skill sets, might decide after a month 
or two that the business isn’t yielding 
enough return to justify the cost of the 
lease. Even so, such a separation would 
still be much easier for the store to han-
dle than discontinuing a service the store 
itself was administering.

Management  FEATURE STORY
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Management  GOVERNMENT WATCH

N.Y. Seeks to Add Microchip Requirement
The proposed bill is before the State Assembly. BY DAN CALABRESE

P et retailers in New York state may 
soon be required to implant mi-
crochips into all dogs and cats 

prior to sale.
A proposed bill before the State 

Assembly would require pet retailers 
to implant microchips into both dogs 
and cats prior to the sale of the ani-
mals. The microchip would have to be 
implanted by a licensed veterinarian, 
and would be required to be registered 
with the purchaser’s contact informa-
tion. The purchaser would also have to 
be given instructions from the retailer 
on how to use the microchip.

The chips, which use RFID tech-
nology, are typically implanted with a 
syringe, often behind the animal’s ear. 

Owners submit information about the 
animal, along with their contact infor-
mation, to a registry. 

RFID scanners are used to read the 
information on a chip to ensure proper 

identification of the animal in the event it 
is lost, or if information on the chip needs 
to be retrieved during medical treatment.

In another New York proposal, re-

tailers may soon be required to arrange 
veterinary examinations for all cats pri-
or to sale. Assembly Bill 9256 would 
add this requirement, which already 
applies to dogs in New York. 

Retailers would be required to ar-
range for a veterinary exam within five 
days of receipt of the cat, and prior 
to any sale, to determine any medical 
conditions. If the cat is 18 months or 
older, the diagnosis would also have to 
include any congenital conditions.

Editor’s Note: The information contained in 
these columns are for informational purposes 
only and were accurate at the time of publi-
cation. They do not reflect the opinions of the 
writer or the magazine. 
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Management  MARKETING FOR SUCCESS

What Does a POS System Do for You?
A streamlined system allows all aspects of sales to be overseen.

BY JESSICA FARINA-MORRIS 

A  quick, sleek, easy-to-use POS, 
or point of sale, system allows 
a business to quickly process 

transactions in a world where things are 
expected to move faster and faster, and 
consumers are expecting technologically 
advanced in-store experiences.  

It also allows you to make your busi-
ness earth-friendly by eliminating paper, 
which in turn lowers costs to you.  A 
streamlined system al-
lows all aspects of sales to 
be overseen and it makes 
it far more convenient to 
track sales and promo-
tions, and keep prices 
and inventory consistent 
across multiple locations, 
if necessary.  

A POS also helps 
to identify strengths 
and weaknesses, what 
sells well and what 
should be taken off the 
shelves.  Another huge 
positive is that many 
POS systems have mo-
bile capabilities that 
lets shoppers make purchases from any-
where in the store, rather than at cash 
registers only. This allows your staff to 
engage more closely with your custom-
ers, ultimately allowing for more upsell 
opportunities.  

In the end, when shopping for a 
POS system, look for it to hit on the 
below points:

•A good point of sale makes it easy to 
see everything; your inventory, your cus-

tomers, your sales and transaction history 
and your purchase orders.  It eliminates 
guesswork and lets you know where all of 
your inventory and money is.  

•Purchase orders are processed for you, 
a key to saving you time. You should be 
able to have an order easily generated for 
email, fax or other electronic format.

•Powerful analysis tools are cru-
cial for understanding your business’s 

strengths and weaknesses. Break down 
top and bottom sellers by product type, 
category, brand, etc.

•Point of sale with mobile capa-
bilities let you engage with customers 
and close transactions anywhere in the 
store, letting you close sales quickly 
and personally.

•Customer-management tools are 
crucial for remembering important de-
tails about your clients, including the 

breed of their pets, preferences and re-
strictions, and purchase history.

When shopping for a new POS sys-
tem, it is always good to ask around 
to see what other businesses may be 
using. Trade shows are a good place 
to network with other pet store own-
ers about these types of things.  An-
other good reference point may also 
be your distributor’s sales rep, because 

they get to talk to many 
small-business owners 
that are just like you and 
oftentimes know what 
systems work the best for 
their customers.  

Once you have your 
selections narrowed 
down, ask for references 
and be sure to call each 
of them. It is also bene-
ficial to do some research 
online. 

There are a number 
of sites that offer reviews 
on many systems. Just 
be sure to check who the 
site owner is, because you 

want to make sure the site is not biased 
toward any one system.

Jessica Farina-Morris is the director of mar-
keting for Phillips Pet Food & Supplies, a large 
pet food and supply distributor. Her under-
graduate degree is in business, with a minor 
in psychology, and her MBA is from DeSales 
University, with a concentration in market-
ing. Jessica also teaches marketing classes at 
a local community college.    
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How to Know If You’re Ready for PR
Before you seek media attention, ask yourself: Am I ready to fulfill 
my end of the bargain?  BY KERRY SUTHERLAND

Y our big launch is exciting, and 
you can’t wait for the world to 
hear all about your new inno-

vation, this pet industry game-changer 
and a revolutionary new way to im-
prove life with our pets. 

Or, perhaps you’re not super new, but 
are starting to get interest from retailers 
and they are asking you: “So what mar-
keting and PR are you going to be doing 
to drive customers into my store, and ul-
timately buy your product?”

Whatever the reason, it’s great that 
you’re thinking about PR, and how it 
can be effective for your business. But, 
before you jump in head first, ask your-
self a few initial questions.
• Am I 100 percent confident in my 

brand positioning and messaging? 
Your company’s narrative must be 

tight, and it must prove how you are 
different from and better than any 
competitor. You should be able to de-
liver it on command, in an authentic, 
concise and memorable way.

• Do I look the part? 
You could win the interest of the 

biggest national magazine out there, 
but if you don’t have an image, or 

even better, a variety of images, that 
are high quality and to the specs they 
need for publication immediately 
available, you’re cut. 

Opportunity missed. 
It’s so important to invest in 

quality photography. This also goes 
for a live, functioning website with 
information on where the product 
can be sold. 

• Do I have both money and time in the 
bank? 

If you’re enlisting the help of an 
agency, you will most likely need a 
budget of about $3,000 to $7,000 per 
month depending on the PR pro or 
firm you hire. And, just because you 
turn on the PR hose doesn’t mean big 
coverage will start tomorrow. 

It can take up to two months to 
start seeing media placements, so plan 
product launches accordingly. Give 
yourself enough time to formulate a 
comprehensive strategy.
There’s also a chicken and the egg 

game to consider here. 
On one hand, you have retailers 

asking what you’re doing to drive cus-
tomers into their store. So, you start 

a PR campaign. However, if your dis-
tribution is weak, well then earning 
media coverage might look great and 
sound exciting, but if it’s not selling 
products because they aren’t in stores, 
then what’s the point?

My friend, John Cullen, principal of 
Bulldog Marketing & Sales, and I talk 
about this scenario often.  

“I help my clients secure distributors, 
increase sales first, and then encourage 
PR campaigns to build brand awareness 
among the end consumer,” Cullen said. 

PR is really one part of a bigger com-
munications strategy, and while it’s often 
the most cost-effective, or seemingly 
exciting option, in order for it to work 
best, you have to be ready. 

Kerry Sutherland is the founder and agency 
principal of K. Sutherland PR, a boutique pub-
lic relations, social media and branding agen-
cy specializing in the pet industry. With offices 
in Irvine, Calif. and Reno, Nev., Kerry and her 
team produce innovative and personalized 
campaigns for some of the most well-known, 
respected and modern pet brands in the indus-
try. Contact her directly at Kerry@ksutherland-
pr.com or visit www.KSutherlandPR.com.
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Don't Let the Internet  
"Bad Mouth" Your Business
There are ways to turn negative, sales-killing reviews around.

BY ANDY BLACK 

S ales-killing reviews could be im-
pacting your business growth 
and damaging your reputation 

in the marketplace.
Many recent online surveys show the 

majority of U.S. shoppers turn to the In-
ternet for help when making buying de-
cisions, or to find a retailer that fits their 
needs. Many of these consumers check 
internet “ratings,” which may influence 
their purchasing decisions.

A bad review that has gone unan-
swered by you can discourage consum-
ers from visiting your store and hurt the 
growth of your business.  Ask yourself, 
would you visit a store with a bunch of 
bad reviews. You would probably con-
tinue your search until you found a 
business with better reviews. 

Even if you run an excellent opera-
tion, consumers come with all kinds of 
expectations and one wrong word can 
sometimes set them off. Negative ratings 
are more prevalent than positive ones be-
cause a bad experience, whether perceived 
or real, will motivate the consumer to 
take their time and energy to warn fellow 
shoppers, or to "get it off their chest.” 

With that in mind, what have you 
done to protect your business from 
a bad review? Does your store have 
sales-killing negative reviews stunting 
the growth of your business?

There are simple ways to turn neg-
ative, sales-killing reviews around, and 
actually make them work for you, rath-
er than against you. 

Google will generally show your 
website link first when a consumer types 

in your store name. Along with that in-
formation, it is likely there will be links 
to other informational systems. If you 
haven't Googled your store lately, then 
you are risking your store’s good name 
and possibly sending customers away. See 
what consumers are saying about your 

business. Even if you have no reviews, it's 
worth your time to Google your business 
at least once a month to see if there are 
any bad reviews. Also, as the business 
owner, you can enter information about 
your store on these review sites such as 
hours of operation, or special services, 
and, in some cases, even pictures of your 
storefront and interior. It’s all free and will 
help drive business to your store.

If you receive a bad review at one of 
these informational sites, respond to it, 

even if you disagree, or think the original 
poster will not look back at the site for 
a response. State that you are concerned 
about their issue with your company 
and that you are prepared to correct the 
problem or offer compensation. Even if 
you never hear from the complainant 
again, future consumers will see your re-
sponse and be reassured by it.

By responding politely and showing 
you are concerned, the complainant may 
follow up the review stating you have cor-
rected the issue to their satisfaction. At the 
very least, you will have negated the bad 
review and turned it into something posi-
tive in the eyes of future viewers. 

Today, with the new updated Face-
book business pages, you can show Goo-
gle star-rated reviews on your page by 
using a Facebook app. Because Facebook 
is currently so popular, you can increase 
your business just by adding that feature 
to your page.  Your Facebook page will 
show up close to the top of any Google 
search results, and when clicked on by 
consumers, it allows them to see more 
than just reviews, but also information 
about your store. Hopefully, you are 
uploading pictures of your store and its 
interior and offering information about 
events and programs. Uploading cute 
dog pictures is OK but shouldn't be the 
main theme of your Facebook business 
page. This is a good opportunity to tell 
your story, so don't waste it. 

Andy Black is an associate/partner of Market 
Strategies, an independent rep group which 
covers all 50 states. 

Negative ratings are 
more prevalent than 

positive ones because 
a bad experience, 

whether perceived 
or real, will motivate 
the consumer to take 
their time and energy 
to warn fellow shop-
pers, or to "get it off 

their chest.” 
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Are You Maximizing Your Business 
by Partnering With Other Pet 
Professionals?
By working together, you can help each other out. BY STEVEN APPELBAUM

S uperZoo is upon us, and with that 
another coming together of thou-
sands of independent retailers who 

represent a huge percentage of the $55-
plus billion pet business.  While most pet 
industry people, be they pet store owners, 
groomers or even veterinarians don't get 
in this business to become wealthy, pret-
ty much all for-profit business owners are 
looking for ways to stay competitive, and 
either grow or maintain their 
businesses at healthy levels. 

Toward that end, there 
is a dizzying proliferation of 
ideas, ranging from carrying 
the latest products, to figuring 
out the best search engine op-
timization and pay-per-click 
Internet marketing strategies 
that you can employ. While 
these are important, one thing 
that can get overlooked is the 
benefit of working and/or 
partnering with other pet pro-
fessionals. By working togeth-
er toward the common goal of 
improving pet owners’ lives, you can 
help each other out in the process. 

The first group all pet pros should 
consider working with are dog train-
ers. Simply put, dog trainers work with 
involved pet owners with discretionary 
income. These pet owners come to dog 
trainers looking for advice on common 
behavioral challenges and obedience. 

Dog obedience students all require 
training equipment, such as leashes, 
collars, bags to clean waste, etc. Solving 
problem behaviors often requires prod-

ucts as well. Everything from crates and 
exercise pens to chew toys, interactive 
toys, proper diets, odor neutralizers, 
chewing deterrents and much, much 
more are promoted by trainers, most 
of whom have little interest in stocking 
and selling their own products. Pet store 
owners who actively reach out to work 
with trainers can be rewarded with new 
customers and/or increased sales. 

Pet retailers, there are a number of 
ways in which you can work with a dog 
trainer. One is to have the trainer con-
duct his or her first class in your store. 

Before you reject this based on size 
considerations and/or fear of having four 
to 10 untrained dogs running around 
your location, many trainers offer an ori-
entation lesson that is conducted with-
out dogs. Orientation lets owners learn 
about class equipment needs and pro-
vides them with a question-and-answer 
session on common behavior problems. 

Imagine having all these potential 
shoppers at your store. To do this correctly, 
you’ll need to coordinate with the trainer 
and make sure the products he/she recom-
mends are ones you carry. In addition, you 
might consider a dog-training-participant 
discount to further incentivize owners to 
purchase products after the lecture. 

You can also reach out to trainers and 
ask to visit the classes they teach. Come 

armed with discount coupons and 
even some samples of the various 
products students will need. 

Groomers and establishments 
that offer grooming services should 
consider working with dog trainers. 
I know dozens of trainers who have 
groomers come to their classes to 
teach owners how to properly brush 
their dogs, as well as offer sugges-
tions on shampoo, skin care, etc . 

Many of these groomers also 
distribute their cards to the dog 
obedience students, which helps 
stimulate business. Dog trainers 
are often receptive to this arrange-

ment because it allows them to offer an 
additional service. 

This strategy works for independent 
salons or groomers working with a pet 
store. In return for this offer, allow the 
trainer to leave brochures and/or business 
cards at your salon, and try to refer the 
trainer to those clients who might need it.  

Steven Appelbaum is the president of Animal Be-
havior College. Appelbaum is a dog trainer with 
three decades of experience, a freelance author, 
and the former editor of Off Lead magazine.
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Young  
Company 
Makes Big 
Difference
A commitment to being 
eco-friendly is at the core 
of P.L.A.Y.’s business.

BY MICHELLE MASKALY

W e recently spoke with Deborah 
Feng, director of operations 
at P.L.A.Y. about the compa-

ny’s commitment to not only pets and their 
owners, but also to the environment. 

Michelle:  Tell me a little about 
P.L.A.Y., and the inspiration behind it. 

Deborah: P.L.A.Y. stands for Pet Life-
style And You, and we are based in San 
Francisco, Calif. Will and I founded the 
company when we couldn’t find the per-
fect pet bed we wanted for our little pug, 
Momo. The generic beds didn’t match our 
décor and were certainly no match for 
Momo’s appetite. The beds that seemed 

to be higher quality with better design 
seemed overpriced and, well, didn’t have 
the features that we were looking for.

So we decided to start from scratch. 
We took the entire bed-making process 
apart, starting at the beginning. From 
the right type and amount of fill, to de-
signing the perfect zipper, to selecting 
the most durable, color-fast fabrics...all 
of the little details that make a product 
a work of art. And speaking of art, we 
partnered with artists from all over the 
U.S.A. and Europe to create stunning 
designs exclusively for P.L.A.Y.

Our goal was simple, to create com-
fortable, machine-washable, eco-friendly 
pet beds … with unique style and rea-
sonable price point.

Michelle: You first made a splash in 
the pet world with luxury dog beds, but 
since then have expanded into other ar-
eas. Tell us about them. 

Deborah: Since the beds have been 
such a hit since we launched in 2010, we 
thought we’d try our hand at toys, too. 
Similar to our pet beds, we drew inspi-
ration from Momo and our everyday life 
as pet parents. 

We first launched our Garden 
Fresh toys, with double-layer fabrics, 
eco-friendly materials and attention 
to the smallest details, like each veggie 
comes with a different recipe for custom-
ers to make dog treats at home using that 
particular veggie ... these toys quickly be-
came popular with our customers. 

The next line we launched was the 
Under the Sea plush toys. While these 
adorable sea creature toys share most of 
the product features, these toys are also 
special because we partner with Interna-
tional Fund for Animal Welfare to donate 
part of our sales proceeds to help wildlife 
preservation and animal protection.

Our most recent innovation is the 
Wobble Ball enrichment toy. It is a 
treat-dispensing toy that provides hours 
of fun and intellectual simulation for 
dogs. Pet parents just need to pop a treat 
through the cloud-shaped openings and 
see how long it takes for your furry friends 
to get them out. 

Michelle:  What is a typical day like 
for you?

Deborah: The first thing I do once I 

step into the office is to make sure Momo 
is comfortably settled in with clean water 
and feed her her morning treat. Then I 
get down to answering emails and calls 
from anyone ranging from someone at 
the factory and warehouse, to an interna-
tional distributor to a consumer who is 
shopping for something on our website. 

This usually takes up most of my morn-
ing after which I like to check in frequently 
with the sales team to see how their week is 
going and answer any operational questions 
they may have. The next few hours in the 
office really depend on what’s most press-
ing. In a nutshell, there really isn’t a typical 
day for me. Work can be fairly unpredict-
able and this is exactly why I love my job.

Michelle: Why is being eco-friendly 
so important to your company?

Deborah: Eco-friendly takes on a 
much bigger meaning to our company 
than just a catchphrase. We believe our 
planet is precious and we must do our 
part to help our environment. It means 
looking at everything we, and our sup-
pliers, do and continuously finding ways 
to make a positive impact to our planet.

Many customers are already aware 
of our trademarked PlanetFill, which 
is the filler that we use in our beds and 
toys. PlanetFill is made of 100 percent 
post-consumer, certified safe recycled 
bottles so every bed and toy we make is 
helping our environment by preventing 
non-biodegradable plastics from going 
into landfill. In fact, we have recently 
reached a significant milestone. Even 
though we are a young business, we have 
successfully helped recycle over 1 million 
bottles since we launched in 2010.

There is more to our toys that make 
them eco-friendly. 

For example, we work closely with our 
suppliers and their production process to 
make sure all the toys we make are compli-
ant with EN71, which is a strict European 
safety requirement for toys. That means 
our pet toys are free of toxic elements such 
as azo, cadmium, etc. 

Not all consumers are aware of such 
standards but by doing so, not only do 
we make sure our toys are safe to pets and 
their parents, we also help prevent as much 
negative impact made to the environment 
throughout the product lifecycle as possible. 
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A Tradition of  
Quality and Perfection
flexi conquers the market with a tradition of quality 
and refinement 40 years in the making. 

BY MICHELLE MASKALY 

W e recently talked with Man-
fred Bogdahn, founder and 
CEO of flexi, about his com-

pany and their new product collection.

Michelle: Tell us about how flexi got 
its start.

Manfred: What began with a conver-
sion of a chain-saw starting mechanism 
40 years ago, has grown to a high-tech 
product, which is leading all developed 
markets worldwide. The first prototype 
was made in 1972. 

The concept has not changed, but 

the technology has matured to perfec-
tion over the years. The original flexi 
leash features a patented high-tech re-
traction system, it embodies our spirit 
of continued innovation and uncom-
promising standards of perfection. 
Quality, comfortable handling and in-
novative designs underline the level of 
refinement of our leashes. 

Whether classic, trendy, fashionable 
or elegant, the range is designed to excite 
every dog and their owner.

Michelle: What do you do to produce 

your outstanding quality products?
Manfred:  We are a family-owned 

business and manufacture all of our 
high-quality flexi leashes in our facility in 
Bargteheide, near Hamburg, Germany. 
With more than 300 employees, all flexi 
leashes are manufactured by hand under 
one roof. We produce about 50,000 flexi 
leashes per day, and export to over 90 
countries worldwide. 

Additionally, all of our leashes under-
go extensive in-house product testing for 
durability and usability. It’s Made in Ger-
many simply at its best. 

Michelle: What can retailers expect 
to see from flexi in the next year?

Manfred:  flexi’s focus is on three 
topics: To strengthen the flexi brand, bet-
ter presentation of flexi leashes at point 
of purchase and launch innovative new 
products to develop the retractable leash 
category and to grow our business.

One of the most important things to 
remember about flexi is our commitment 
to quality and perfection. Retailers should 
be excited to know that we offer impres-
sive in-store displays as a service to them, 
free of charge. 

We feel that customers will be able 
to see our new offerings, for instance the 
flexi VARIO, flexi NEW CLASSIC and 
a program with special leashes, best when 
they can see it displayed properly and com-
plete. We truly partner with our customers, 
and go above and beyond to ensure sell-
through and successful results. 

Michelle: Tell us more about your 
new product collection, VARIO.

Manfred:  We are very proud of our 
new VARIO SYSTEM. It is an elegant 
line, and offered in five sizes with a wide 
range of color options. It is called the 
VARIO SYSTEM because you can add a 
lot of accessories to the leash. 

The VARIO accessories include an 
LED Lighting System, great for evening 
walks with your dog, and a MultiBox 
for waste bags or treats. Each accessory 
attaches conveniently to your flexi leash. 

We also offer a Duo Belt for walking 
two dogs at once, an LED Flash Belt for 
added evening safety, and a Soft Stop Belt. 
There’s never been a more complete, com-
prehensive leash system in the market. 
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I
n roughly four years, the Mil-
lennial generation will eclipse 
the Baby Boomers in spend-

ing power, making now the time 
for the independent retailer to start 
marketing to, and equally as import-
ant, understanding the Millennial 
generation. Understanding why they 
buy the things they do and what is 
important to them will be crucial to 
retailers in the near future.

Wakefield Research, a leading 
market research consultancy work-
ing with many of the world’s most 
iconic companies, including 40 of 
the Fortune 100, conducted research 
in 70 countries to design products, 
understand consumers, identify new 
customers and help companies com-

municate more effectively.  
“Boomers are currently the bed-

rock of the pet retail industry, but 
the last of the Boomers turn 65 in 
2029,” said Nathan Richter, prin-
cipal of Wakefield Research. “As 
this generation ages, retailers must 
learn to reposition their offerings 
for the Millennial consumer. This 
requires learning how to tailor 
products and services to Millen-
nials’ unique needs, which differ 
from those of Boomers.

“Time and again, we find that 
many companies are making cru-
cial mistakes when marketing to 
Millennials; it’s not something that 
can be learned overnight. The time 
to begin learning, and building re-

lationships, is now, not five years 
from now when Millennials have 
already developed an affinity for 
your competitor.”

Wakefield recently did a study on 
the Millennial generation.  So the 
first question a person may have is, 
who is the Millennial generation?

They range from the ages of 18 to 
33 and currently make up 27 percent 
of the U.S. adult population. It is 
also projected that by 2018, they will 
pass the Baby Boomers in spending 
power at $3.39 trillion.

The psyche of the Millennial 
pet owner has three characteristics, 
they are: exhibitionist, conscien-
tious and irrational.

According to Wakefield Re-

The

Mind
Millenial
How to reach, retain and 
entertain what will soom be the 
largest consumer demographic

BY JASON KAMERY
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search, younger consumers think 
differently about what is “essential” 
when purchasing products. Millen-
nials will buy discretionary prod-
ucts under the guise that they are 
non-discretionary.

“It’s different for every product, 
but the answer begins with remem-
bering that many of the items and 
product attributes that Boomers 
label ‘discretionary’ are actually 
considered non-discretionary by 
Millennials,” Richter said. “Many 
marketers incorrectly assume that 
Millennials are frivolous consum-
ers, and market to them accord-

ingly. When, in fact, Millennials 
apply their own specific logic to the 
purchasing process. Marketers have 
to learn how Millennials are evalu-
ating their specific offerings in or-
der to learn how to appeal to these 
consumers.

“Typically, we find in our re-
search that the bar to move Millen-
nials to purchasing is much higher 
and complex that it is for previous 
generations of consumers.”

For Zoo Med, the millennial 
generation happens to be the larg-
est group of consumers interested 
in and supporting the reptile indus-
try, currently.

“This age group, 15-35 years old, 
is the generation that is most active in 
reptile keeping and searching for relat-
ed material online,” said Keith Morris, 
national sales manager for Zoo Med.

What Millennials Look For

Some of the discretionary spending 
by Millennials include that Millen-
nial women buy a third more appar-
el than non-Millennial women, re-
gardless of income. Millennial men 
spend twice as much on apparel as 
non-Millennial males. Also, they 
are 52 percent more likely than oth-
er generations to make impulse or 
pampering purchases.

Most importantly, 76 percent 
of Millennials identified an item 
they are more likely to “splurge” 
on for their pet than they would 
for themselves, like expensive treats 
or a custom bed. Compare that to 

50 percent of Boomers, who would 
“splurge” on certain items.

Millennials expect pet supplies 
to be BPA-free, 78 percent, and 
made with natural or organic ma-
terials, 76 percent. In addition, 86 
percent of Millennials feel “natu-
ral” food is essential.

Millennials and Boomers agree 
equally, at 78 percent, their pet is fam-
ily. But, 82 percent of Millennials feel 
that getting a pet is part of preparing 
to have a family, compared to 59 per-
cent of Boomers who believe that.

Technology is also used more by 
Millennials, with 69 percent of them 
saying they are more likely to use tech-
nology to keep track of their pet.

Morris from Zoo Med said he 
believes the millennial generation 
appreciates and supports companies 
or products that tend to be socially 
responsible in production and pack-
aging and that are American made.

“As this generation continues to 
mature they see the need to retain 
jobs and employment possibilities 
here in the U.S. to protect their em-
ployment possibilities and those of 
future generations,” Morris said. 

Social Media

Millennials are on social networks, 
to be specific, 90 percent of them 
are.  On average, Millennials have 
250 friends on Facebook, compared 
to the Boomers’ 74.

“There is only one key to under-
standing social media in a marketing 
context, it’s a performance place,” 

The psyche of the Millennial pet 

owner has three characteristics, 

they are: exhibitionist, 

conscientious and irrational.
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Richter said. “For Millennials, social 
media is a means of curating their life 
for their friends. This is an over-sim-
plification, but brands that use social 
media to enable Millennials to exhib-
it their tastes and personality will at-
tract an audience.

“Many brands do the opposite, 
they think of social media as a chan-
nel for communicating directly to 
the consumer, or for the consumer to 
communicate directly to the brand. 
Instead, effective branded social media 
is a three-way relationship. It should 
provide a branded stage for consumers 
to participate with other consumers 
through online communication.”

Among Millennials who have a 
social media account for their pet, 
66 percent are on Facebook, 38 per-
cent are on Twitter and 34 percent 
are on Instagram.

Also, 55 percent of Millennials 
with social media follow at least one 
pet on social media.

“It is true that Millennials are 
more social media/internet savvy 
and spend time conducting research-
ing on items of interest whether it’s 
fashion, pet related concerns, music 
and entertainment,” said William 
M. Sherk, Jr., president and CEO of 
MiracleCorp Products. “Millennials 
don’t always want what the older gen-
eration wanted, in fact, most don’t. 
They look for a more natural diet, 
with added benefits, no additives, 
fillers or preservatives. Packaging is 
bright and vibrant, cleaner, natural 
and fresh, with more attention paid 
to features and benefits.”

According to Morris, social me-
dia is where there is an ever increas-
ing division between the Millennials 
and older generations.

“Millennials have grown up in 
the digital age, many not knowing 
a life without smartphones and tab-
let-type devices,” Morris said. “Be-
cause of this dramatic shift in digital 

connectivity many Millennials are 
continually plugged into the inter-
net and typically spend more time 
connected to the internet than they 
do watching television. Television or 
traditional advertising does not filter 
down to the millennial generation 
very well. The only way to connect 
with them is through social media.”

Planning for the Future

According to Richter, much of the con-
ventional wisdom about marketing to 
Millennials is wrong.

“I’ve found that a primary source 
of these misconceptions about Mil-
lennials stem from people’s personal 
experiences,” Richter said. “Instead 
of consumers, they see their sons and 
daughters, which invites a bias that’s 
difficult to escape. That bias leads 
them to be dismissive, and prevents 
them from seeing the Millennial con-
sumer clearly.”

When planning for the Millennial 
customer, again, younger consumers 
think differently about what is “essen-
tial” when purchasing products.

“This means that whole categories 
and sub-categories of products that are 
currently considered luxuries by older 
consumers will become a must-have 
for Millennials,” Richter said. “For 
example, pet clothing, specialized 
grooming products and specialized 
pet foods.” 

Transparency is also very import-
ant to the Millennial generation.

“This generation is accustomed 
to instant access to large amounts of 
information,” Richter said. “This is 
an oversimplification, but if a Boom-
er evaluates a purchase by two cri-
teria, Millennials evaluate it by four 
or five. Retailers must cater to this 
instinct. This means not only includ-
ing information about materials and 
place of origin, but also on how the 
specific design and materials or in-
gredients of your product benefit the 
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The percentage 

of Millennials 

who identified 

an item they 

are more 

likely to 

“splurge” on 

for their pet 

than they 

would for 

themselves, 

like expensive 

treats (44 

percent) or a 

custom bed (38 

percent).

Source: Wakefield Research
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pet and its owner.”
Currently MiracleCorp has a 

multi-faceted approach to gaining 
awareness and building its brands. It  
does this by providing information 
on its website along with providing 
content to the retailers it serves.

“Additional communications 
come from Facebook and Twitter 
accounts which are actively up-
dated with blogging and blogging 
support for on our various brand 
and corporate websites,” Sherk 
said. “To draw attention to our 
brands we advertise thru PPC and 
retargeting marketing programs. 
Not all of this needs to be elec-
tronic as in-store demonstrations 
offer a great opportunity to show-
case our new food and treats.  It’s 
the perfect venue to meet pet par-
ents and address their questions 
and concerns firsthand.”

Steve Luhrs, the founder of 
Bionic, realizes the importance 
of the millennial market and how 
they are the future of the consum-
er market going forward.

“Most were raised in a pet lov-
ing home, however today many of 
them are still home or coming back 
to live, many are waiting longer to 
get married and have kids, and a 
great deal of them are tech savvy,” 
Luhrs said. “I think that we as an 
industry need to realize what the 
difficulties are in marketing to-
wards this generation and if we do 
not start to engage them soon, we 
could potentially lose our greatest 
target market for the future.”

Motivating Millennials

Wakefield Research did a Driv-
ers Analysis that goes beyond just 
understanding what Millennials 
agree with. It uncovers what mo-
tivates and drives their purchase 
decisions.

The right functional messaging 

that drives Millennials? Your pet food 
should be scientifically formulated to 
help your pet maintain a healthy life.

“Our studies have shown that 
many companies fundamentally 
misunderstand how Millennials 
make purchasing decisions,” Richter 
said. “This differs by product cate-

gory, so first things first: Conduct 
high-quality market research to un-
derstand how consumers view your 
brand and your category. There’s a 
good chance that you’re relying on 
assumptions that are incorrect or 
misdirecting. You can’t sell to some-
one that you don’t understand.” ❚
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Keeping the Brain as Active as 
the Body
Enrichment toys provide the mental stimulation that 
dogs need. BY MAGGIE MARTON

I nteractive toys are becoming in-
creasingly more popular as busy 
owners want to keep their dogs 

stimulated. A number of lifestyle trends 
are driving the success of this category, 
including long work hours when the 
dog is left alone, less exercise and ac-
tivity, and the increasing importance of 

dogs in the family.
“Pet people are increasingly con-

cerned to ensure that their animals have 
as natural and interesting life as possible,” 
said Dr. Roger Mugford, founder of The 
Company of Animals. 

Nina Ottosson, one of the pioneers 
in the brain teaser category, explained, 

“Today’s dog owners have become 
more aware that there is a connection 
between mental activation, mental 
health and ‘problem dogs.’”

“With the rise of couch potato pets 
and busy owners, pets need an outlet 
for their excess energy or deterrent 
from sleeping the day away,” said Na-
talie Gomez, public relations and inte-
grated marketing manager at P.L.A.Y. 
Pet Lifestyle and You. 

Exercising a dog’s brain is just as im-
portant as exercising their body, she said. 

Stimulating Toys
Enrichment toys provide the mental 
stimulation that pets need, especially 
when their owners have a busy sched-
ule and may be out of the home for ex-
tended periods of time. 

“I think consumers, especially ones 
that work all day and have to leave the 
dog alone at home for long periods of 
time, will be willing to pay more for 
that specialty dog toy,” said Stephen 
Briggs, Jr., marketing manager for AL-
LIE’s in Rhode Island. “We’ve noticed 
that customers are looking for more toys 
and products that help with their dog’s 
mental stimulation and keeps them oc-
cupied for long periods of time.”

Briggs recommends brain teaser 
products like KONG extreme, West 
Paw Design Zogoflex toys and Extreme 
Goodie Bone lines. 

“The KONG Extreme, and the Spot 
Seek-a-treat, among other products 
are popular because these toys give the 
added benefit of mental stimulation,” 
he said. “By giving a dog a toy that they 
have to work to earn their treat, it gives 
them something to achieve and they 
are rewarded for it.”  

Another durable brain teaser is the 
Tippin’ Treats from CHOMPER. 

“The egg-shaped toy is designed to 
hold treats or kibble, which are released 
from a small opening as dogs push Tip-
pin’ Treat around the floor,” said Menno 
Kloppers, president of CHOMPER. “The 
design is durable, safe and interactive.”

Many brain teaser toys can double as 
a slow feeder to increase interaction. 

For instance, the P.L.A.Y. Wobble 
Ball Toy is a treat-dispensing toy that can 
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be stuffed with kibble. 
“It is uniquely shaped to roll around 

unpredictably and comes with three 
cloud-shaped openings for easy inser-
tion and removal of treats,” said Gomez.  
“This toy rewards your dog for their per-
sistence and intelligence, while teaching 
valuable problem-solving skills.”

Ottosson said that her DogTornado, 
DogBrick, DogPyramid and Dog Treat 

Maze are best-sellers. The Company of 
Animals launched the Nina Ottosson 
range in America about five years ago. 
According to Mugford, the best-sellers 
are popular because they “can be enjoyed 
by a wide range of dog sizes and their 
complexity can be enhanced by, for in-
stance, adding visual or color cues.”

Other interactive toys are crafted spe-
cifically for small dogs. This year, Kyjen 

announced the addition of the Slo-Bowl 
Mini to the brand’s Dog Games line. 

Selling Them On It
At ALLIE’S, Briggs said that brain 
teasers are a specialty item. To make 

the sale, he works with customers to 
find the right fit by asking and answer-
ing questions about their dog’s behav-
ior, like anxiety and boredom. 

“Other questions we get asked on 
a consistent basis are whether or not 
the toys are made in the USA and if 
they are eco-friendly,” he said. “So to 
advise our customers in the best possi-
ble manner, the factors we look at are 
safety, safety, durability, mental stim-
ulation, USA-made and eco-friendly.”   

Kloppers agreed with that sales tactic. 
“Retailers should get to know their 

customers in terms of the size and 
breed of the dog, as well as the specif-
ic purpose of the toy, toss, tug, treat 
dispensing, soft and cuddly,  and then 
they can determine suitable toy op-
tions to ensure satisfaction,” he said. 

This category has great selling potential. 
“We expect brain teasers and enrich-

ment toys for pets to continue to grow 
in popularity,” said Gomez, adding the 
company expects to add several more 
products to its toy collection.  

Ottosson agreed. 
“I believe that the demand for 

high-quality products will increase, since 
these products are being used with food 
and treats and subjected to rough treat-
ment by dogs’ teeth, paws and saliva,” said 
Ottosson. “Consumers are also becoming 
increasingly aware of the environment 
and the health of their pets, and are look-
ing for safe, nontoxic and environmen-
tally friendly products. Who wants to eat 

 DOGS

This general information is not intended to provide individual advice. Paid CONTENT

Q: Which type of bed is best for my dog?

A: In my travels as the CEO of Dog Gone Smart, 
I have been able to observe and study the sleep pat-
terns of different dogs. For example, the street dogs of 
India live as dogs have for thousands of years, mainly 
living around people as scavengers. “Street dogs” fol-
low similar sleeping behaviors as domesticated dogs.
Dogs tend to get about 5 hours of REM (Rapid Eye 
Movement) sleep, most of this occurs at night. At home, 
when dogs lay down during the day, they probably have 
one eye open and are still awake. When we think about 
designing what a domesticated dog would like to rest 
on during the day, it would resemble a flat pad, blan-
ket or a rectangle bed. This is not necessarily a bed for 
deep sleep, rather, a place to be comfortable. Dog Gone 
Smart’s Rectangle Beds and Multi-Purpose Crate Mats 
with Repelz-It™ were designed for this purpose.
During the night, “street dogs” usually do their sleeping 
in a hole they dig in the sand or dirt to provide the 
most protection. Usually, the back wall of the hole is the 
highest and the front gradually slopes down. Our Dog 
Gone Smart Donut and Lounger beds with Repelz-It™ 
resemble these dirt holes; they have a bolster around 
the sides and are deep, allowing the dog to sink down 
and feel most protected. We often hear that these styles 
of Dog Gone Smart beds are a dog’s favorite nighttime 
spot. All Dog Gone Smart bedding features an invisible 
Nanotechnology called Repelz-It™, which prevents liq-
uids, dirt, odor-causing bacteria and natural oil in your 
pet’s coat from sticking to our fabrics.

Ask the Expert

Chris Onthank 
CEO Dog Gone Smart Pet 
Products and Canine Master

Dog Gone Smart Pet 
Products 
10 Hoyt Street 
Norwalk, CT 06851

Phone: 203-345-1330 
Fax: 203-345-1332

www.dgspetproducts.com

“With the rise of couch 
potato pets and busy 
owners, pets need an 
outlet for their excess 
energy or deterrent from 
sleeping the day away.” 

- Natalie Gomez
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Shaking,  
Carrying  
and Preying 
Plush toys serve a variety 
of purposes for dogs.  

BY SANDY ROBINS

Every dog needs a toy box filled 
with action, distraction and lots 
of plush comfort toys.  

Plush toys do double duty in a dog’s 
life. They are essentially soft, cuddly com-
fort toys, ideal to curl up with at snooze 
time. But, they also make great prey toys, 
ideal for carrying and shaking around as 
part of the innate canine prey drive to at-
tack and kill them. They also fit into the 
action category because many of them 
are also great for playing fetch.
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When it comes to selling plush 
toys, a constant question for retailers is 
how long will it last.

The Quaker Pet Group answers it 
with their proprietary Chew Guard 
technology as part of their goDog line. 

“We make every effort to educate our 
retailers about their chew-resistant quali-
ties, too,” said Cristen Underwood, Quak-
er Pet Group’s director of marketing.  “It’s 

important for retailers to have this infor-
mation and, further, be able to demon-
strate their knowledge. It shows that they 
are looking out for their customers’ best 
interests and their pocketbook.” 

The Hear Doggy silent squeaker fea-
ture employs ultrasonic technology so 
that it’s only heard by dogs. It creates 
another selling feature for retailers that 
highlights that while the toy is fun for 

dogs, it also offers owners some sanity 
in the form of a peaceful environment 
in the car, during dinner at home and by 

not disturbing neighbors in the backyard.
The company has expanded its 

goDog line with a line of shellfish shapes, 
such as plush clams and shrimp for ex-
tra large breeds. The toys are available 
in fun, neon-bright colors and designed 
specifically for powerful jaws, while the 
new JUST for ME line features smaller 
versions of goDog’s best-selling durable 
plush characters, such as T-Rex, Fur-
ballz, Platties, Flying Pigs, Raccoons 
and Squirrels for tiny breeds. 

The company has also extended its 
line of Sasquatches, consisting of quirky, 
durable plush characters. Each furry Big 
Foot character comes with pull-through 
arms and legs for endless tugging fun. 

Retail Advantages
“Pet owners, who, understandably make 
the financial decisions regarding plush toy 
purchases, are intrigued by bright fun and 
furry characters and continue to buy weird 
and wonderful plush characters for their 
dogs,” said Tony Bolling, who, with Vince 
Anginoli, owns Mackie’s Parlor in Scotts-
dale, Ariz. “In fact, the brighter, the better. 
And they also love anything that’s cute.”

However, Bolling also said that there 
is an increased demand for stuffless toys. 

“It’s a matter of the owner know-
ing their dog,” Bolling said. “If they 
know the dog is going to tear every-
thing apart in five minutes and leave 
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“Pet owners, who, 
understandably make 
the financial decisions 
regarding plush toy 
purchases, are intrigued 
by bright fun and furry 
characters and continue 
to buy weird and won-
derful plush characters 
for their dogs.” 

- Tony Bolling



JULY 2014   petage.com   93

a mess, they automatically gravitate to 
the stuffless ones. And, in this catego-
ry, the bigger the toys are, the better. 
That even applies to little dogs. They 
love to carry things that are their size 
or even bigger around, play with them 
and then collapse and sleep on them.” 

Brett Hirschberg, director of li-
censing and brand discovery for Mul-
tipet, agreed. 

“When it comes to the stuffing versus 
the stuffless debate, the dogs are really in 
charge,” he said. “Because ultimately it’s 
about how they play with them. Our aim 
is to please all dogs. Most of our toys fall 
in the 8-inch to 12-inch range in length.  
We do bigger, up to 27 inches and, of 
course, very small sizes, too.” 

Ethical Pet Products Inc. has a line 
called Skinneeez, which is stuffing-free.

“Stuffing-free toys allow dogs to 
enjoy a soft, plush, squeaky toy with-
out all the mess,” said Susan McCann, 
national marketing manager for the 
company. “And we’ve taken our Skin-
neeez toys a step further and added 
new features, such as water bottles 
with beans for a rattle sound, crinkle 
paper and multiple squeakers, as many 
as 19.”

And, on the subject of canine plush 
preferences, dogs are also drawn to the 
realistic, furry animal-styled toys. 

In this regard, Rolf C. Hagen has 
launched a new line called All Four 
Paws, consisting of furry and very re-

alistic creatures designed to hone the 
canine prey drive. The line consists of 
six animals, namely a brown rabbit, 
squirrel, hedgehog, fox, chipmunk and 
pheasant, all with a fuzzy texture and 
squeakers to engage dogs in play.

Another popular trend in canine 
plush is licensed items. 

According to Hirschberg, Multi-

pet recently added new popular mov-
ie characters to their product lines, 
which includes classic cartoon charac-
ters such Garfield, Woody Woodpeck-
er, Mr. Bill and Lambchop.

But, the real motivation to con-
tinue the Multipet–DreamWorks 
partnership was the release of the 3D 
animated film, “Mr. Peabody & Sher-
man,” released earlier this year.

“We find that this movie a particularly 
was a good fit for us because the main char-
acter, Mr. Peabody, is a dog.,” he said. “Fur-
ther, the steady growth of DreamWorks’ 
success at the box office has made it easy 
for the average consumer to easily identify 
and feel a connection with some of these 
heart-warming characters. Then they mim-
ic this association by purchasing the plush 
character versions for their dogs.”

“Stuffing-free toys 
allow dogs to enjoy a 
soft, plush, squeaky toy 
without all the mess.”

-Susan McCann
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Comfort, Style and Eco-Friendliness Lead the Way 
Cat beds get a facelift as consumers demand more options. BY STACY MANTLE

W hile most cats have no prob-
lem sleeping their days away 
in cardboard boxes, their 

owners would prefer to have something 
more stylish in their home.  

Fortunately, the pet industry has an-
swered that consumer demand with  items 

such as space-saving hammocks that fit 
neatly under chairs, thermal-controlled 
cat nap mats and luxurious pet beds that 
double as practical cat carriers. The newest 
beds are eco-friendly, stylish and ready to 
attract any feline for a long nap, while also 
making customers happy. 

One innovative product is the Cat 
Crib, a new space-saving hammock that 
fits directly under any already existing 
chair using secure straps. 

“We were tired of the bulky cat beds 
[that our cats didn’t use] taking up space 
on our floor,” said Greg Hora from Cat 
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Crib. “The cat hammock attaches right 
to the chair legs and provides a comfy 
place where the kitty feels safe while 
taking up wasted space in the home.” 

Design will continue to be an im-
portant part of cat beds, but comfort 
is even more important. NekoFlies re-
cently introduced Cat Nappers in ad-
dition to its line of popular cat toys. 
These luxurious napping spots cater to 
the cat that prefers to burrow into a 
chic “sleeping bag,” complete with ears 
and a tail, or a pet house that is easily 
folded and moved. 

No matter where a cat prefers to 
lounge, there is an option available for 
them that will fit the style of any home, 
office or outdoor enclosure. Many cat 
beds even double as carriers, which 
makes trips to the veterinarian 
much more comfortable for 
both animal and human.  

The luxurious line of 
Sleepypod beds feature a 
top that is easily removed 
or attached by a sturdy 
zipper and helps with 
simplifying transport. 
Crash-tested, they are 
proven safe on the road 
up to 30 mph and include 
accessories such as the elec-
tric warmer kit, the Air Mesh 
Hammock and a bike rack to 
fit easily with any lifestyle. 

 “Cats like familiarity,” said 
Michael Leung, co-owner of Sleepy-
pod. “The advantage of a mobile pet 
bed is that a cat will be in its own bed 
on short trips to the vet or on longer 
trips away from home, thereby helping 
to reduce anxiety.”  

When choosing a cat bed, it’s import-
ant to understand how an individual cat 
prefers to nap. 

“Those in the market should be 
aware if their cat is a ‘bottom dweller’ 
or a ‘high climber,’” said Josh Feink-
ind, president, RefinedKind Pet Prod-
ucts. “Bottom dwellers who lay under 
tables and couches may find a bed on 
the ground ideal, like our Kitty Ball 
Bed. Cats who tend to climb book-
shelves and armoires may be keener on 
tall cat towers like our Lotus bed, or 
wall shelves like out Cat Clouds.”

Eco-Friendly Style 
Consumers are also on the hunt for 
items made in the USA from eco-friend-
ly materials that are durable, aestheti-
cally pleasing and long-lasting.  

Companies continue to discover new 
ways to innovate and help the planet by 
creating beds from materials most people 
might never guess were recycled. 

For example, Worldwise created an 
ecoAdvantages label, which identifies 
the environmentally responsible mate-
rials and processes used in each prod-
uct, often including recycled plastics 
from industri- al and consumer 

sources, as well as 
corrugated cardboard to develop every-
thing from beds to toys.  

Big Shrimpy utilizes a process called 
SmartFill and, since 2002, has recycled 
over 328,000 pounds of clean polyes-
ter fiber waste from North American 
manufacturers.  Jax and Bones utilize 
an eco-friendly fiber made from recy-
cled soda bottles. 

“Our beds are all filled with Sus-
tainafill, which is an eco-friendly fiber 
made from recycled soda bottles,” said 
Jessica Pope, national sales director 
for Jax & Bones. “We see many more 
Made in the USA products in the in-
dustry, which is very exciting for us. 

It’s compelling to see an industry so 
full of entrepreneurs that are build-
ing companies and products that are 
eco-friendly and sustainable.” 

Take It Outside
Cats that prefer the great outdoors 
have not been left behind either, as 
the industry is seeing manufacturers 
create innovative, functional and out-
door designs. Even while cat owners 
are becoming savvier to the need to 
keep their favorite felines on a tight 
leash, they are also learning the value 
of enclosures and catios. The market is 
expanding to include beds for use both 
indoors and out.

“The KatKabin has a weatherproof 
shell to keep outdoor or feral cats dry 

and cozy in adverse weather, as well 
as shaded in the summer,” said 

Pascale Deffieux Pearce, execu-
tive vice president of Brinsea.    
“The unique dome shape 
makes it easy to hide in 
bushes, which cats love, and 
the removable cat door gives 
them an extra feeling of se-
curity while simultaneously 
blocking wind and weather. 
Ultimately, we want to pro-

vide a safe getaway for cats, 
but if it’s not comfortable for 

the cats, they won’t go in it for 
the protection in the first place.” 
No matter what type of environ-

ment a cat prefers, pet owners can find a 
bed that caters to their cat. The industry is 
changing for the better, according to man-
ufacturers and consumers alike, as cats be-
come valued members of the family. 

“Pets play an important part in peo-
ple’s lives,” said Fara Erspamer, director 
of sales and marketing for K&H Manu-
facturing. “This year, we saw pet owners 
evolve to pet parents, making pets more 
integrated in their daily lives and activ-
ities.  We will see that quality of a pet’s 
life and longevity continue. As a result, 
we’ve developed outdoor kitty beds and 
houses that consumers are buying for 
feral and barn cats, as well as a new line 
of crates and carriers.”

Cat beds are an investment. Con-
sumers expect them to be long-lasting, 
stylish and fashionable. 
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Hooked On Catnip 
Retailers have many product options when it comes to stocking the popular plant. 

BY SANDY ROBINS 

C atnip, catmint, catswort, kitty 
crack or whatever you call the 
plant with the Latin name Nepe-

ta catania, one thing is certain: The es-
sential oil it contains, nepetalactone, has 
a powerful effect on felines revving up 
their play skills and prey drive by instant-
ly turning snoozing couch potatoes into 
an ecstatic, flipped out balls of fur.  

And it seems that such toys have a 
money-spinning effect at the cash reg-
ister, too.

Recently, Worldwise Inc. an-
nounced the expansion of its line of 
catnip to ys— sold in specialty retail 
stores to appeal—to differing feline 
play styles and, ultimately, honing a 

cat’s natural prey drive instincts,  too.
“We have essentially doubled our 

range of catnip toys available,” said Kev-
in Fick, Worldwise CEO. “Our catnip is 
organically grown and processed with-
out chemicals. Further, it contains only 
leaves and blossoms, no inert fillers. This 
makes it exceptionally potent and ide-
al for attracting cats to the toys. It also 
makes them safer for playing with, and 
also better for the environment.” 

New toys include the Snakey Nip, an 
oversized plush snake that’s fun for cats to 
kick and wrestle. It comes with a 2-gram 
tube of fresh, organic Pure Bliss catnip. 
Also new are the Tea Zing catnip-filled 
tea bags. Catnip euphoria from such toys 

temporarily increases feline activity levels 
and thus offers excellent, much-needed 
exercise. This heightened play drive usu-
ally lasts about 10 minutes.

Apart from soft toys that can be filled 
with catnip, there are also catnip sprays, 
which can be sprayed on anything, as 
catnip is primarily an olfactory sensation.

According to Dan Cook, vice presi-
dent of sales for Duckyworld, the mak-
ers of the Yeoww! Catnip toys, when 
it comes to toy designs, cats like all 
shapes and sizes.

“Some cats like their toys big, some 
cats like them small,” he said. “Some like 
them round and some curved. Cats have 
their preferences just like people do, too.” 



JULY 2014   petage.com   99

Cook ranks amongst the company’s 
flagship toys, the banana, the cigar and 
the tin of stinkies, a recyclable tin of three 
sardine-styled catnip fish. Other firm fa-
vorites are holiday styles, from Hallow-
een pumpkins to Christmas candy canes.

“They are perennial great gift item 
because they are the right size for stock-
ing stuffers,” said Cook. “We also sell gift 
sets, which are ideal year-round gifts.” 

And a new gift set offered by the com-
pany is a tin with three cigars.

New in JW Pet’s  Cataction line are 
the Cataction Lattice Ball with Feather 
Tail, a rubber catnip-infused lattice ball 
with enticing feather tail.  Other new 
products include the Cataction Butter-
fly with Feather Tail and the Cataction 
Black & White Bird, a catnip-stuffed 
plush bird toy with feather tail. 

Petmate’s Fat Cat line also has some 
new shapes in the form of Fat Cat 
Appeteasers, plush dog, fish and mice 
characters, Fat Cat Kitten Little toys, 
consisting of plush kitten characters, 
and Fat Cat Fluff Bunnies featuring 
furry and fuzzy plush bunnies. All are 
stuffed with high-quality catnip.

At the Global Pet Expo, Rolf C. Ha-
gen Inc. debuted new feline dental hy-
giene catnip toys, which are part of the 
company’s well-known Catit line.

“The Catit dental chew toys are de-
signed to turn playtime into brushing 
time, too,” said Damian Hall, the com-
pany’s marketing manager. “The special 
cotton fabric with grid pattern gently but 
effectively removes plaque while kitty 
chews. They are available in three shapes, 
a half moon, a fish and a diamond shape 
with tassels. All are well-filled with catnip 
to attract feline attention.” 

According to George Richter, who 
together with his wife Mary Kay, owns 
the Dog.Dog.Cat Petique in South Lake 
Tahoe, while catnip toys are big sellers, 
no one particular shape or styled toy 
stands out as a top seller.

“Our customers are very experimen-
tal and like to try different things,” he 
said. “However, little pillows filled with 
catnip are very popular. Customers re-
port how their cats like to hug them and 
kick them around, and then roll around 
with them. We also sell a lot of catnip in 
bags and containers  to refresh toys with 

Velcro-closing compartments that can be 
filled with catnip.”

And talking pillows, last month 
From The Field, based in Washing-
ton state, introduced its new Ultimate 
Blend, a mix of potent all-natural cat-
nip and Silver Vine.

“Silver Vine is a plant that is wild-
ly popular for cats in Asia, and barely 
known in the U.S.,” said Pascal Bedard, 

From The Field’s president. “Its active in-
gredient is actinidine. Not all cats react 
to catnip and thus Silver Vine presents 
a new opportunity for such cats. Simul-
taneously, for catnip-loving cats, it offers 
the best of both worlds!”

From The Field is launching Ultimate 
Blend in a large pillow shape made from 
a natural hemp fabric. Ultimate blend 
will also be sold in bags and containers.  
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Feed Me Fresh 
Fresher, higher-quality frozen and live fish foods are becoming popular. 

BY THOMAS MAZORLIG

Y ou’ve probably heard the adage 
“fresher is better” applied to hu-
man food. The same idea can 

hold for fish food. 
The current trends are for fresher, 

higher-quality frozen and live foods for 

aquaria. Getting customers to buy these 
foods can be tricky, and it often requires 
customer education and the willingness 
to think outside the box.  

“Frozen foods are a great add-on to 
any fish food purchase because they can 

easily be sold as a treat,” said Chris Clev-
ers, president of Hikari. “It’s something 
to mix up the food the fish is eating 
without totally destroying the nutrient 
balance of the normal daily-use food. 
The benefit is it allows the consumer to 
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interact with their fish and it hooks them 
on using the frozen foods.”

Retailers should consider the pre-
sentation of their frozen fish foods, ad-
vises Clevers. 

“Think about it for a minute. Would 
you want to buy your frozen meal out of 
a freezer where you had to dig around to 

find the one you prefer?” he said. “Would 
you buy your meal from a freezer that had 
dead fish, busted up product or damaged 
merchandise in it? Probably not. Aquatic 
hobbyists are humanizing their fish and 
they find this type of shopping environ-
ment uninviting. Consider making your 
freezer that ultra-clean food center of 
your store. Also consider offering less du-
plication of product, many brands of the 
same item, and widen the selection a bit.”

A number of developments in live 
and frozen foods benefit reef tank hobby-
ists, and the retailers who cater to them. 

“Hikari’s newest product is Coral 
Gumbo, which should start hitting stores 
in June of this year,” Clevers said. “This is 
a mix of natural ingredients for reef tanks 
that offers the corals and smaller fish a 
nutrient mix they can easily ingest.  It of-
fers excellent polyp extension and rapid 
response from the corals once put in the 
water.  We will offer it in a mini-cube for-
mat for more exact feeding, based on the 
number of corals being kept.” 

Frozen Mysis shrimp remain a popu-
lar choice for feeding marine fish and in-
vertebrates. Along with a range of frozen 
adult Mysis, Piscine Energetics provides 
a special-graded small size Mysis that is 
roughly half the size of typical adult My-
sis. These small shrimp are available in 
4-ounce tubes and 16-ounce flatpacks. 

“These are a good size for seahorses 
and smaller-mouthed fishes, like fairy 
wrasses,” said Kevin Gaines, vice presi-

“Frozen foods are a great 
add-on to any fish food 
purchase because they 
can easily be sold as a 
treat.” 

- Chris Clevers
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dent of sales and business development 
at Piscine Energetics. “There’s a mis-
conception that Mysis is only good for 
marine fish, but breeders of Tanganyika 
and other African cichlids love it because 
the omega fatty acid content increases 
egg production in breeding fish. Some 
breeders claim they see up to a 50 per-
cent increase in egg production.” 

Piscine Energetics will be adding 

flaked and pelleted Mysis to its food 
line in early 2015. 

New Innovations 
Perhaps the most innovative idea is cul-
turing plankton as food for corals, cope-
pods, and other reef-tank invertebrates. 

“This past year, we have launched 
our Live Feeds Program,” said Erik 
Stenn, CEO and president of Alga-

Gen. “This offers the hobby a consis-
tent, high-quality source of live, fresh 
phyto- and zooplankton. We provide 
the culture vessels and cultures that are 
shipped fresh each week to the stores 
participating in the program. This set 
up becomes a resource to the commu-
nity: It allows the aquarist the option 
to use fresh phyto- and zooplankton 
to feed and maintain their tank. The 
store benefits as a community center, 
the hobbyist benefits with easy access 
to fresh live cultures.”

One challenge for retailers is con-
vincing customers to give live foods a 
try when frozen, pellet and flake food 
is so convenient.

“Once the store understands how 
the live feeds are used, selling should not 
be much of an issue,” Stenn said. “For 
instance, if a customer purchases a six-
line wrasse, they should have a bag of 
copepods in their other hand. Many of 
the copepods feed on phytoplankton, so 
there is another potential use for phy-
toplankton.The phyto is necessary to 
sustain the copepods that were just pur-
chased. It is all tied together.” 

Customer education is critical for the 
success of this approach. 

One store that has successfully ad-
opted this model of feeding the whole 
reef ecosystem is SeaScapes Studio in 
St. Louis, Mo. Joe Faszl, co-owner, ex-
plained the process. 

“We started feeding the ecosystem 
instead of the fish,” he said. “We seed the 
reef with copepods and amphipods and 
then provide food for their babies—sin-
gle-celled organisms [phytoplankton]. 
We culture the organisms. We do it at 
a good margin for us and reasonably 
priced for customers.”

Faszl said they also sell macro or-
ganisms: live algae, live shrimp and live 
feeder fish.

“We grow live copepods in huge 
numbers,” he said. “These give you the 
ability to get free food because they 
will grow in the tank as long as you 
add phytoplankton. At night, you’ll see 
dusty particles in the water, which are 
baby copepods. That’s free coral food. 
We started really pushing this system 
last July, and as word has gotten out our 
numbers have been great. “

This general information is not intended to provide individual advice. Paid CONTENT

Q: Are frozen foods safe for my livestock?

A: Here at Quality Marine, we go to tremendous 
lengths to ensure the safety and well being of our 
livestock. From monitored ozone in our skimmers 
to redundant UV sterlization and individual sterile 
water supplies for each holding tank, we have done 
everything known to modern science to keep patho-
gen transfer a non issue.

Following that train of thought, the last opportunity 
for system contamination is through feeding. Salt-
water parasites are notoriously hardy and depending 
on what stage of life the parasite is in, some can eas-
ily withstand freezing. For this reason, we are very 
particular about what we feed in house. We utilize 
gel, pellet and flake foods from multiple suppliers, 
but we only trust GAMMA for frozen foods.

People feed frozen foods for the nutritive value and 
GAMMA foods have excellent nutrition; a result 
of using only the highest quality ingredients. The 
key difference between GAMMA Frozen foods and 
other available frozen diets is that the GAMMA 
line is gamma irradiated.This completely eliminates 
any risk of introducing harmful parasites or bacte-
ria into your aquarium. In the end, whether or not 
your food is safe depends entirely upon what foods 
you are feeding.

Ask the Expert

Adam Mangino 
Director of Animal Care

Quality Marine 
5420 W. 104th Street 
Los Angeles, CA 90045

(310) 645-1107 
(800) 565-1942

www.qualitymarine.com 
@Quality_Marine 
 facebook.com/ 

  QualityMarine
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20% brighter, in fact, and designed for reliable, long-term 
performance. We’ve re-engineered our LED lights from the 
ground up so you can give your customers the ultimate 
opportunity to create the most realistic underwater world in 
their home aquariums. Look for new packaging, too!

To learn more, visit www.marineland.com or contact your 
Marineland representative.

LED lighting. 
The best just got brighter. 
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 POND

Healthy Water Equals Healthy Pond, Fish
Understanding water issues customers may face will improve their chances of success.

BY JOE OLENIK

I t may seem obvious, but water qual-
ity is the most important thing to 
fish.  Water can also be the most 

confusing, and sometimes intimidating, 
thing to beginning pond keepers.  

Helping hobbyists understand the 
basic principles of water quality and wa-
ter chemistry will ensure years of success 
and enjoyment of their ponds, and instill 
confidence in you and your staff.  

Temperature 
Water temperature determines how 
much dissolved oxygen it can hold.  
During hot weather it will be low.  Add-
ing circulation pumps and shading plants 
will help keep customers’ water cool and 
fully oxygenated.  This is especially im-
portant in heavily stocked ponds.  

Fountains and waterfalls agitate the 
surface, increasing the dissolved oxygen 
content as well.  Temperature also comes 
into play when deciding when to bring 

out fish that have been housed indoors 
during northern climate winters.   

pH, Alkalinity 
It is essential for pond owners to know 
what the pH and alkalinity are in their 
tap water as well as their ponds. Pond 
fish tolerate a wide range of pH and al-
kalinity, but they do best at pH in the 
mid- to upper-7’s, with a moderate al-
kalinity or general hardness.   

Easy-to-use pH and alkalinity test 
kits are an easy sell. Decaying leaves, 
solid waste and other organic matter 
will lower both parameters in mature 
ponds, acidifying water, and newly 
constructed cement ponds are prone to 
high pH and alkalinity. 

Monthly water exchanges using Py-
thon Products’ ‘Ulti-Vac’ make it easy 
to manage waste buildup in mature 
ponds and prevent acidification.  New 
cement ponds should be rinsed and 

pumped out before adding fish. Hard 
water can also be neutralized using 
Pondmaster pH Lower.

Chlorine/Chloramine
Virtually all municipal water is treated for 
human consumption using chloramine, 
a compound of chlorine and ammonia.  
Chloramine is very stable and can be 
harmful to fish, so a water conditioner 
such as Laguna Water Prep or Pondmas-
ter Chloramine Remover should be add-
ed several days before introducing fish to 
new water.  Easy-to-use ammonia and 
chlorine tests are available and should be 
recommended to help pond owners de-
termine if their water is safe for fish.  

Ammonia and Nitrite 
Ammonia is the principal component in 
fish waste, and is converted to nitrite by 
autotrophic bacteria.   

Ammonia and nitrite are both toxic 
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to fish and can accumulate in new ponds 
where beneficial bacteria have not yet 
colonized the filter media or the walls 
and other objects in the pond.  

New ponds or those that have been 
emptied and scrubbed in spring should 
be inoculated with a bacteria booster 
such as Microbe-Lift PL or Laguna Bio 
Booster to get the nitrogen cycle started, 
and hobbyists should be encouraged to 
stock new ponds slowly and always test 
water prior to adding new fish.  

Nitrifying bacteria need plenty of 
oxygen to do their job, so make sure 
customers are providing adequate water 
movement using additional circulation 
pumps, fountains or waterfalls.

Nitrate and Phosphate
Most nitrates and phosphates come from 
fish food and waste, but they are also pres-
ent in many municipal water supplies. 
They are responsible for virtually all nui-
sance algae blooms.  In addition, excessive 
nitrate buildup creates chronic low-grade 
stress in fish, making them more suscep-
tible to disease and stunting their growth. 

 To control these nutrients, pond 
owners should have adequate filtration 
and circulation, stock their pond sensibly 
with fish, feed conservatively and have 
plenty of aquatic plants to use up nitrate 
and phosphate.  Changing 25 percent of 
the water biweekly and using chemical 
adsorption media in the filter will also 
help to limit nutrient build-up.  

Older ponds, or those that have 
been neglected, are prone to buildup of 
leaves, sludge and other organic debris 
on the bottom, causing a rise in ni-
trate/phosphate and a lowering of pH 
and alkalinity.  

Vacuuming with a Python Ulti-Vac 
and using enzyme-based products, like 
Laguna’s Bio Sludge Control or Pond-
master’s Waste Remover, help maintain 
stable conditions and eliminate nuisance 
algae and health problems in fish.

Maintaining optimum water quali-
ty is vital to the health and well-being 
of pond fish and plants.  

By helping consumers understand 
and manage conditions in their ponds, 
retailers can ensure their customers’ suc-
cess and establish themselves as destina-
tion pond centers. 

EDGE

Specific Expenses for All Fish Owned in 2012

Source: American Pet Products Association 
National Pet Owners Survey 2013-2014
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 REPTILES

Turtle Abodes Turn Versatile
Exploring the latest habitats for aquatic turtles and tortoises. BY ERIK J. MARTIN

W ho needs a home when you 
have a shell to hide in? Tor-
toises and aquatic turtles, of 

course, which require a surf-and-turf-
amenable habitat equipped with ample 
heat, light, substrate and other accesso-
ries to live comfortably. 

But the days when blandly designed 
aquariums were the only domestic dwell-
ings that owners of these pets could 
purchase are long gone. Today, there’s a 
much wider variety of tanks, tubs, top-
pers, play pens and aquatic terrarium 
trimmings for turtle and tortoise owners 
to choose from.

From Boxes to Palaces
Indeed, modern turtle/tortoise habitats 
have evolved from boxy vanilla enclo-
sures to intricate domains equipped 
with generous amenities. Case in point: 
Zoo Med’s Tortoise House, a secure 

wooden enclosure that can be used in-
doors or outdoors. It includes a private, 
weatherproof sleeping area with a solid, 
lockable top that offers protection from 
drafts and shade. The habitat’s open side 
has a lockable wire safety cover to pre-
vent escapes and protect the pet while 
allowing natural sunlight exposure. 

The Reptology Tortoise Palace 
by Penn-Plax was built to resemble a 
piece of furniture while also providing 
an appropriately sized and functional 
home. The unit comes with an adjust-
able light stand, secure cover that locks 
in the open position to make cleaning 
easier, and a hide box.

Zilla’s Turtle Tank, which features a 
handy filter mounting panel built into 
the side of the aquarium, continues to 
impress retailers and consumers alike. 

Owners who crave extra elbow 
room for these animals have been re-

warded in recent years by enclosures 
available in an array of different sizes, 
shapes and volume capacities.

“Most terrariums can’t offer larg-
er sizes because of the extra weight of 
the glass,” said Pete Jansema, owner of 
Orange, Calif.-headquartered Water-
landtubs, which manufactures an as-
sortment of black 100 percent recycled 
polyethylene enclosures in sizes rang-
ing from less than 3 gallon to 200-gal-
lon capacities. “But our products are 
lightweight, easier to clean and virtu-
ally indestructible.” 

Most feature a dual-sided access ramp 
that separates a water side from a land side. 

The Tetrafauna Reptile Kits feature 
components designed to work togeth-
er, so set-up and maintenance are easy. 
The 15-gallon size features innovative 
screen tops that allow one-handed 
operation, and include built-in cord 
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routing. The screen is padlock compat-
ible for easy locking. 

It includes filtration, basking, platform, 

heat lamp with bulb, food, and water care, 
and also comes in a 20-gallon size. 

Born to Bask
In the tortoise/turtle category, there’s also 
been a marked trend toward providing 
more appropriate and functional bask-
ing platforms, according to Paul Demas, 
project manager for Penn-Plax in Haup-
pauge, N.Y. These add-ons, intended to 
be placed within or atop compatible hab-
itats, allow aquatic turtles to climb out of 
the water, dry off and entertain owners.

“This is especially true when it 
comes to turtles as they mature and 
grow,” he said. “Traditional platforms 
were geared toward smaller, if not 
hatchling, turtles and did not stand up 
to the test of time as far as holding the 

weight of larger turtles.”
To combat this problem, Penn-Plax 

introduced the Reptology Turtle Pier, 

available in a small or large configura-
tion, both of which are designed to sup-
port the weight of larger pet turtles. The 
Pier’s floating platform sits just above the 
water line on three, 8-inch pylons, affixed 
with suction cups that can be extended 
to allow the turtle to rest out of the wa-
ter for basking in an area accessible via 
a docking ramp. The floating platform 
enables evaporation and will rise or fall 
with the water level up to 12 inches, and 
can be set as shallow as 3 inches for low 
or zero-water environments. 

Another attention-getting example 
of a basking add-on is Exo Terra’s Turtle 
Bank, which serves as a floating island. 
Held in place by magnets, it can be set 
in the corner of the tank to maximize the 
swimming area. The submerged ramp 

adjusts automatically to any water level. 
And Penn-Plax still makes its Turtle 

Topper, an innovative above-tank bask-
ing platform that includes a submerged 
resting platform and an access ramp that 
leads to the basking area, viewable via a 
see-through polycarbonate lid.

Riding the Shell to Higher Profits
Consider that turtles and tortoises 
continue to be among the top-selling 
reptiles across America, which should 
encourage retailers to carry products 
that cater to these pets.

“There is an increasing market for 
aquatic turtle products that stores can 
easily take advantage of for increased 
sales while meeting the demands of their 
customers,” Demas said.

Don’t just stick turtle/tortoise prod-
ucts on the shelf and expect them to sell 
themselves, however.

“Use the basking platforms you sell in 
display tanks, and show customers how 
they are used,” Demas said. “Give custom-
ers options, have multiple setups, if possi-
ble, and rotate items on a regular basis.”

Richard Allen, owner of Reptile 
Rapture, a Madison, Wis.-based pet re-
tailer, recommends bundling products 
together into convenient setup starter 
kits and offering price incentives. His 
include the tank, filter, UVB/UVA 
light, spotlight, dome, gravel, fake 
plant and a floating accessory.

“We’ll take 50 percent off the price 
of a [tortoise or turtle] when they buy 
the whole setup,” said Allen, who sug-
gests displaying habitats and bundled 
setups immediately adjacent to live an-
imals for sale. “And even if they only 
buy the bundled starter kit, we offer it 
about $10 cheaper than if they were to 
buy the products individually.”

Addie Schuhle, product buyer for Pet 
Food Depot in Phoenix, said it’s also im-
portant to merchandise “a variety of bed-
ding and light bulb products.”

“I offer [tank] backgrounds and 
some decorations,” she said. “I am con-
stantly moving things around, especial-
ly the décor items, such as logs, stumps, 
cork and driftwood. But I would stay 
away from specialty items and stick 
with the basics that encompass a large 
variety of reptile types.”

 REPTILES

“There is an increasing market for aquatic turtle 
products that stores can easily take advantage of for 
increased sales while meeting the demands of their 
customers.” 

- Paul Demas



JULY 2014   petage.com   111

 REPTILES BY MACK

Reptile Merchandising
How to best showcase your reptiles for maximum sales.  
BY JOHN MACK 

T hough it seems to run against 
the traditional grain of thought, 
pet stores do not make the big-

gest profits by selling pets. 
Rather, pet stores make their best 

profits from selling the pet supplies 
that go along with those pets.  The pets 
themselves are eye-catching and can 
spur a purchase of an individual ani-
mal, but true profit is made not from 
the animal itself, but from the food, 
housing and other supplies that are 
necessary to maintain that animal for 
years to come.

For many years, pet stores have fol-
lowed an archaic policy that essentially 
equates to “put the milk in the back of 
the store.”  Just as a supermarket places 
milk and similar necessities at the rear 
of the store, past the chips, soda pop, 
and other impulse items, pets were 
placed at the rear of the store, in the 
hopes that a family’s children would 
pull their parents along through the 
remainder of the store to look at the 
kitties, puppies or snakes.

We recommend nearly the opposite.  
Reptiles are eye-catching and be-

long in the front 20 percent of your 
store.  The “milk,” if you will, then 
becomes the pet supplies that a repeat 
customer continually needs to sustain 
their pet. On their way to pick up a 
new heat lamp or a tub of crickets, the 
customer passes by all of your new dis-
plays and starts contemplating a new 
pet purchase.

In addition to placement of dis-
plays, the displays themselves must 

be appealing and interesting to your 
potential customers.  Setting up a sim-
ple reptile cage is simple, but a blank 
terrarium with limited hides and plant 
life appeals to no one.  Rather, consid-
er “themed” cages, designed to resem-
ble a desert or jungle setting.  

Color is particularly important 
here. Setting up basic color contrasts 

between background and animal can 
really make a snake or lizard “pop” 
against their surroundings, making 
both animal and decorations more ap-
pealing to your customers.

Further, and I cannot emphasize 
this enough, use the very equipment 
that you sell when setting up a reptile 
display. Any item that you use should 
absolutely be found on your shelves.  
An attractive terrarium or cage spurs 
your customers to decorate their own 
cages, and if those very elements are on 
sale nearby, you’ve earned yourself an 
additional sale.

An often neglected element in terms 

of reptile displays is actual placement. 
Height absolutely matters when it comes 
to reptiles, as the creatures’ tendencies in 
lifestyle can make them easier or harder 
to see, based on where their cage is lo-
cated. Large, floor-dwelling reptiles like 
turtles and tortoises should stay on the 
floor level, as customers can look down 
to see them. Tree-dwelling lizards like 
chameleons and geckos should be on 
higher shelves, as customers can look up 
into the in-cage plants to see the animal 
in question. Snakes and floor-dwelling 
lizards should generally be placed at or 
near eye-level, for ease of visibility.

Sophisticated retailers in all areas, 
not just the pet trade, understand the 
value of creating appealing displays for 
their products.  One of the masters of 
creating interesting, unique displays 
for reptiles has to be Prehistoric Pets in 
Los Angeles.  

Owners Jay and Becky Brewer 
truly go above and beyond when cre-
ating eye-catching displays for their 
reptiles, rivaling museums and zoos 
in terms of variety and creativity.  If 
you’re stumped for ideas on creating 
a display, check out Prehistoric Pets’ 
website, www.prehistoricpets.com, for 
some inspiration.  

Our next article: Reptile Food: 
Feeding your bottom line more than 
you may realize.

John Mack is the founder and CEO of Reptiles 
by Mack. His Ohio-based company is wide-
ly recognized as one of the largest reptile 
breeders and suppliers in the USA today. 

An attractive terrari-
um or cage spurs your 
customers to decorate 
their own cages, and 

if those very elements 
are on sale nearby, 

you’ve earned your-
self an additional sale.
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 BIRDS

Better Bird Health
Retailers should stock a suitable supply of bird  
vitamins and medications. BY ERIK J. MARTIN

F or many retailers, bird powders 
and drops are an afterthought.

But, while it may not be the 
sexiest section of your store, an area 
that merchandises a healthy assortment 
of vitamin and medication products for 
caged birds can communicate a powerful 
message to customers seeking a one-stop 
solution for aviary health and nutrition.

After all, a seed-dominant diet can 
only go so far toward nourishing our 
fine-feathered friends. Many require vi-
tamin and mineral supplements to boost 
their immune systems, combat stress 
and fight infections and illnesses. Smart 
retailers can fit the bill and nurture this 
niche need by stocking an assortment 
of related products, many of which are 
appropriate for multiple species of large 
and small exotic breeds alike.

Nutrients of Note
While the players, brands and packaging 
in this category haven’t changed much in 
recent years, pet owners today are more 

aware of the need for supplementation and 
first-aid home products, thanks to better 
guidance from veterinarians and retailers. 
Hence, not providing at least a minimal 
array of products in this space can be a lost 
sales and trust-building opportunity for re-
tailers, said Dan Pratt, owner of Pratt’s Pets 
and Feed, based in Glendale, Ariz.

“This is not a large or fast-moving 
category, but it’s a good idea to offer 
solutions for basic [nutritional and med-
ication] needs,” Pratt said. “Our stores 
feature a broader base of these products 
than most typical pet stores, but we also 
tend to sell general products that can be 
used for many species.”

Pratt said his biggest mover is Vi-
ta-Sol UltraVite multivitamin sup-
plement for birds by eCOTRITION, 
an 8-in-1 high-potency product that’s 
easily added to water. He’s also getting 
increased consumer interest in Morn-
ingbird’s Thrive, a full spectrum liquid 
supplement blend of high-potency vita-
mins, minerals, amino acids, electrolytes 

and protein for sick and injured birds. 
“The packaging on Thrive is actually 

pretty innovative—it’s now offered in a 
plastic pouch version with an embedded 
nozzle that you can easily hang,” said Pratt.

If retailers want to offer a nonliquid 
option, Zoo Med’s Avian Plus vitamin 
and mineral supplement for birds is a 
popular fine-milled powder mix that has 
a calcium base to boost healthy bone de-
velopment and strong shells, a complete 
amino acid complex for improved plum-
age and protein digestion, and orange 
flavoring that appeals to birds.

A Niche for Natural
Mary Wyld, owner of Wyld’s Wingdom, 
a Norfolk, Va.-based wholesale pet supply 
distributor, said many bird owners to-
day are looking beyond the usual suspect 
products for more holistic alternatives.

“A current and prominent trend is 
natural and herbal pet care products for 
companion birds,” said Wyld. “Custom-
ers are more informed of natural herbal 
remedies for themselves, and they’re seek-
ing the same for their pets.”

One such SKU is Herbal Bird Rx by 
Avitech, which features alcohol-free herbal 
Avian-specific organic extracts available in 
formulas for relaxation/calming, arthritis, 
anti-inflammatory/immune-system stim-
ulation, Candida and yeast suppression, 
liver detoxification and more.

Another is Bene-Bac Plus, a fructool-
igosaccharide and probiotic product that 
caters to numerous birds suffering from 
digestive ailments. This PetAg product 
contains seven species of naturally oc-
curring live microorganisms that yield 
20 million colony-forming units of lactic 
acid-producing bacteria per gram. 

Rx Options
Although retailers need to choose bird 
over-the-counter medications carefully 
and sparingly (as many remedies specif-
ic to a particular illness need to be pre-
scribed by a vet), there are at least four 
subcategories they should consider carry-
ing: antibiotics, respiratory aids, diarrhea 
treatments and first-aid kits.

Bird Biotic from Thomas Laboratories 
is an example of an antibiotic worth stock-
ing that offers an effective nonprescription 
dose of pharmaceutical-grade quality dox-
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ycycline for birds that’s designed to battle 
local and systemic infections. 

Goodwinol’s VetRx Caged Bird, mean-
while, offers a time-tested formula, intro-
duced in 1874,  that helps provide tem-
porary relief of upper respiratory illnesses 
provoked by allergies or congestion. 

A diarrhea panacea carried by many 
pet stores is Lambert Kay Pet Pectillin 
Diarrhea Medication for Dogs, Cats 
and Birds, the ingredients of which in-

cludes kaolin and pectin, respectively, 
increase bulk and slow down the passage 
of waste, and protectively coat irritated 
gastrointestinal membranes.

And a handy utilitarian product pack-
aged to get a shopper’s attention is VSI Pet 
Care Products’ Bird First Aid Kit, packed 
with styptic powder to stop bleeding, latex 
gloves, gauze bandages, scissors, locking 
forceps, iodine antiseptic swabs and many 
other emergency necessities.

Customer Relations
When considering selling medications 
and vitamins, it’s wise to consider the 
whole picture, said Sonia Wertz, sales 
manager for Lixit Corporation, a pet 
products manufacturer in Napa, Calif.

“Ask yourself, ‘What else will my cus-
tomers need?,’” Wertz said. “Don’t send 
them to other departments or to the 
pharmacy for other supplies that may be 
required. You can maximize your sales by 
making one end cap or display that incor-
porates everything a bird owner will need 
for animal health, which makes things sim-
pler for the customer. And you can expand 

your bird health department even further 
by adding bandages, first-aid kits, eye wash-
es, syringes, DVDs and more—making it a 
true section and not just an afterthought.”

Pratt agrees.
“You don’t want this section to be lost 

in some corner where nobody will find 
it,” Pratt said. “You need to have it in a 
more visible space, perhaps adjacent to 
where you display cuttlebones and spray 

millet treats that are faster moving.”
It’s also important that employees 

be properly trained on when and how 
to recommend vitamin/medication 
products to patrons.

“Your staff has to be knowledgeable 
about the benefits and safe use of these 
products, and how to suggest them to un-
educated customers, especially those who 
are first-time bird owners,” Pratt said.

This general information is not intended to provide individual advice. Paid CONTENT

Q: How can I be sure my bird is getting all the  
nutrition he needs?

A: Birds, like people, “are what they eat”. Just like us, 
companion birds need protein, carbohydrates, fats, vita-
mins, minerals and water. Additionally, their specific diet 
varies by species just as ours varies from person to person. 
A balanced diet based on sound nutrition is the corner-
stone of the bird’s well-being and long term health.
Below is a chart showing primary diets for pet birds: 

* Bird Nutrition Feeding pet Birds, Parrot Diets, and Recommendations Article on www.peteducation.com

Scarlett manufactures a variety of  blended diets for  large, 
medium and small hookbills, including parrots, cockatiels, 
canaries, parakeets, and finches. All formulas are veterinar-
ian–developed with specific knowledge about avian health 
and nutritional needs. Each diet is naturally fortified and 
enriched with premium seeds, grains, dehydrated fruits 
and vitamin- and mineral-enriched nuggets. 
All Scarlett products are sourced and made in the USA 
and have been since 1896. Scarlett products are available 
through your selected distributor.

Ask the Expert

Susan Parker 
General Manager

Scarlett Premium Pet Food 
113 E. Reliance Road 
PO Box 64198 
Souderton, PA  18964 
1-800-345-0419 
www.scarlettpetfood.com

Pet Bird tyPe Primary diet examPles
Florivore Seeds, fruits, nuts,  Military macaw,  
 bark, roots and berries Blue and Gold macaw, Red-faced parrot

Granivore Grains, seeds Budgerigar, Cockatiel, Hyacinth macaw 
 
Frugivore	 Mostly	fruits	and	flowers:		 Blue-throated	macaw,	 
 some nuts and seeds Green-winged macaw

Omnivore Seeds, fruits, insects,  Sulpher-crested cockatoo,  
 invertebrates Red-tailed Amazon

Nectavivore Nectar, pollen,  Loriket, Lory 
 some insects and seeds

“A current and promi-
nent trend is natural and 
herbal pet care products 
for companion birds. 
Customers are more in-
formed of natural herbal 
remedies for themselves, 
and they’re seeking the 
same for their pets.” 

- Mary Wyld
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Elevate Your Grooming
The type of grooming table one uses can make a big difference. BY DARYL CONNER 

W hen purchasing a grooming 
table, stylists should consid-
er that this tool is the basis of 

their work environment. 

It should be compared to a carpen-
ter’s tool bench or an artist’s easel. The 
grooming table is, after all, where much 
of the magic happens. It should keep 

pets secure, and enable hard-working 
groomers to perform their work safely 
and comfortably.  

In the past, tables were stationary 



JULY 2014   petage.com   115

affairs. The first moving grooming table 
was invented and marketed by PetLift. 

PetLift started out in the beauty in-
dustry. It developed the first hydraulic 
lift table for dogs by putting a tabletop 
on a hydraulic chair base. That origi-
nal design was so successful that PetLift 
still makes it to this day. 

Nancy Apatow, the company’s 
CEO, said they are always working 
to develop new products to help the 
grooming industry. 

“Our guideline is to produce tools 
that are safe, durable and functional,” 
she said. “We have groomers tell us 
they have used one of our tables for 20 
years or more.” 

Since that first table, PetLift has 
developed multiple models of both hy-
draulic and electric tables, including 
one with an illuminated top.

“I get a little passionate about our 
products, because I know that good 
tools make a difference in a groomers 
career,” she said. “One woman came 

EDGE

Basic Annual Expenses for Dog Owners 

Source: American Pet Products Association 
National Pet Owners Survey 2013-2014
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up to me at a trade show and hugged 
me. She told me that she had lost three 
years of her grooming career because 
she had injured herself at work. After 
rehabilitation she was starting again … 
She told me, ‘If I had your table to start 
with, I wouldn't have become injured.’ 
Groomers think nothing of spending 
hundreds of dollars on scissors, but 
they scrimp when it comes to their 
work station, and that can cost them in 
the long run because they get hurt and 
cannot continue to work.”

When Sean Dowling, groomer and 
owner of Laurel, Md.-based Sean Pat-
rick’s Pet Spa, opened his business 7 
years ago it was important for him to 
invest in quality equipment that would 
look good and last.

“I wanted to convey a very profes-
sional appearance,” he said. “I bought a 
Forever Stainless Steel hydraulic table.  
I’ve bought three more since then, and 
it’s impossible to tell my oldest table 
from my newest; they all look perfect 

Use 75% - 90% less water?*
Use 75%-90% less shampoo?*
In a tub that will never wear out?

Now, that is something 
to smile about!

*In “Y” Model tubs with recirculating 
pump, compared to hand bathing

US Patent #7080608

1-866-774-3837    |    www.ForeverStainlessSteel.com
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Source: American Pet Products Association 
National Pet Owners Survey 2013-2014
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despite constant use. The pets appreci-
ate how sturdy the tables are; there is 
no wobble. The removable rubber mats 
keep the pets secure and comfortable, 
and are easy to clean and sanitize in the 
tub for use the next day.’

Different Options 
Adjustable tables can be either hy-
draulic or electric. Electric tables move 
more quickly and smoothly, but cost 
more to purchase. 

“Electric tables save time, and time is 
money in grooming. They also save wear 
and tear on the groomer,” said Bob Lutz, 
owner of Ultralift. “Hydraulic tables do 
not go up and down as smoothly, and dogs 
may be reactive to the movement, especial-
ly when they are lowered.”  

Whichever type you choose, know 
that keeping pets safe is a major bene-
fit of lift tables.  Tables lower close to 
the ground so that dogs can step on 
and off without injury.  An additional 
safety product is the Groomers Help-

er.  Invented by Chuck Simons for his 
groomer wife, Beth, this tool is a pet 
safety and positioning system. 

“It’s like having a second pair of help-
ing hands,” said Simons.  

When purchasing tables and groom-
ing arms, it is important to make sure 
they will work with the Groomers Help-
er safety system.  

“We also have developed the stron-

gest 1-inch stainless steel table arms 
and locking table clamps,” said Simons. 
“They are guaranteed never to bend.”

Lift Tubs
Bath tubs that lower to admit large and 
giant breed dogs are fairly new on the 
grooming scene.  

“We have tubs that will lower to 14 
inches, so there is no need for two or 
more groomers to have to lift that New-
foundland up and over,” said Lutz.  “This 
means it is safer for the pet and really 
prevents back injuries in groomers.”  

Nancy Apatow is excited about a line 
of new stainless steel tubs that they will 
be introducing soon. 

“They are very innovative and I be-
lieve they will revolutionize the indus-
try. We hope to have them ready by the 
end of the year.” 

Tubs and tables that do the heavy 
lifting are wise investments for groomers 
who want to stay passionate about their 
work for years to come.  

 GROOM AND BOARD

The grooming table is, 
after all, where much of 
the magic happens. It 
should keep pets secure, 
and enable hard-work-
ing groomers to perform 
their work safely and 
comfortably.  



“What a great time 
I had at #groomexpo 

met great people, 
scored great products.” 

 — @YellowDogGrooms

“Can’t wait to buy new 
grooming equipment 

and products.” 
— @petdegree

“Tons of great grooming 
and networking going 
on at #groomexpo!” 

— @TopVets

“You haven’t been 
to a grooming show 
until you’ve been to 

#GroomExpo!”
— Meggan George

“Can’t wait!” 
— Shari Tischio-Ferrara

Groom 
   Expo 

This September, come be a part of what
everyone in the pet industry is talking about!

September 18–21, 2014
Hershey Lodge & Convention Center, Hershey PA

groomexpo.com
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Hair Everywhere 
Deshedding tools and products explode in popularity. BY MAGGIE MARTON

S hedding is a natural process that 
drives consumers crazy. 

“The single most common 
pet owner concern is shedding,” said 
John B. Vasone, national account man-
ager for the pet category at Conair-

PRO. “Over the past 5 years, the 
deshedding category has exploded.”

Because of this explosion, consum-
ers have an array of home products to 
choose from, in addition to services of-
fered in the grooming salon. 

“With the humanization of pets 
as members of the family, customers 
want nothing but the best for their 
four-legged family members,” said Bob 
Erler, national sales manager, animal 
division, at Andis Company. 
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That trend, which is observed across 
almost all pet product categories, in-
forms additional consumer trends. 

“The consumer trends that drive 
sales are the demand for ergonom-
ic, professional grade tools that make 
brushing and combing pets an easier, 
more enjoyable experience,” he said. 

In her store, Fifi and Fidos in San 
Antonio, Texas, Diana Farrar said that 

the trend that drives sales of deshedding 
products is the size of the customers’ dogs. 

“For my smaller customers, Li’l Pals 
from Coastal and shedding combs are pop-
ular,” she said. “For the bigger ones, we’re 
seeing a lot of sales of FURminators.”

Some products, though, are designed 
for multiple sizes of dogs. 

“We’ve had rave reviews of the An-
dis Dematting tool,” said Erler. “It re-

moves mats, tangles and knots efficient-
ly, even through long silky coats, with 
minimal pulling on the animals’ skin. 
The rounded cutting blades are specially 
designed to prevent scratching the ani-
mals’ skin, resulting in a more comfort-
able experience for both pet and owner. 
Ideal for both small and large dogs, the 
blades can be adjusted to accommodate 
left-handed groomers.” 

Another popular item is the Andis 
Deshedding tool, which Erler said reduc-
es shedding up to 90 percent while main-
taining a damage-free top coat. 

More Than One Purpose
Tools that are multifunctional are popu-
lar, too. Vasone said. 

“Shed-It features a comfortable util-
ity handle that accepts one of our two 

deshedding blades and our comb, pin 
brush and slicker brush attachments,” said 
Vasone. “That’s like having four tools in 
one. Shed-It delivers all the benefits of a 
deshedding tool with great value.” 

The ability to multitask with a sin-
gle tool is popular among price-con-
scious consumers.

Another trend, as Erler alluded to, is 
a deshedding tool that isn’t hard on the 
dog owner. Vasone agreed. 

“When using Shed-It, consumers like 
the natural combing action used to deshed 
their pet,” said Vasone. “It is easy on the 
wrist and arm, while gently deshedding the 
animal. Our blades are removable and can 
be used left-handed or right-handed. There 
is also a fur-release button.”

Wahl Clippers offers a number of 
popular deshedding tools. The Soft Grip 
Double Row Rake with Shedding Blade 
is designed to untangle mats and remove 

 GROOM AND BOARD

“The single most 
common pet owner 
concern is shedding. 
Over the past 5 years 
the deshedding cate-
gory has exploded.”

-  John B. Vasone
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loose undercoat for double-coated me-
dium or long coated hair. The brand’s 
Double-Sided Shedding Blade is de-
signed to remove loose hair and promote 
a healthy and lustrous coat.

FURminator is one of the 
category leaders, and is Farrar’s 
best-selling brand. She even 
uses the products on her own 
pets. The range of tools FUR-
minator offers are designed 
to match a customer’s specific 
pet. There are short-hair and 
long-hair edge tools that can be 
matched to a dog’s body size to 
provide a customized groom-
ing experience, which makes 
the tools popular among home 
groomers.   

The key to successful sales of these 
products begins with the retailer work-
ing hands-on with the customer to find 
the right product for his or her dog. 

“Retailers should ask customers what 
breed they have and recommend the best 

tools for the coat texture,” Erler said. 
But, he pointed out, selling the 

tools also requires advising customers 
on the proper use. 

“Remind customers that the tools 
work only if they are actively used,” 
he said. “Because of length and texture 
of fur, some dogs may need more fre-
quent brushings, where others can be 
tended to once a week.”

He recommended that retailers with 
grooming salons should reinforce the mes-
sage that at-home maintenance is essential 
for optimum pet health and comfort. 

“Let’s not forget cats, which 
can benefit from the same 
brushes or combs to reduce 
shedding and maintain the 
coat,” he said. “As cats get older, 
they may not groom themselves 
as often and may require brush-
ing to prevent matting.”

According to Vasone, re-
tailers need to provide their 
customers with deshedding 
tool choices based on the pet 
owner’s animal, fur type, life-
style and what the customer 
wants to spend. 

“That means knowing all the prod-
uct’s features and benefits and being 
able to demonstrate the product,” he 
said. “When you can satisfy the cus-
tomer’s deshedding needs at the right 
price, you have a sale.”

Tweetables:

$4.41 billion
Actual sales within the U.S. market in 2013 spent 

by owners on grooming and boarding.

APPA National Pet Owners Survey 2013-2014
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 SMALL ANIMAL

Having Fun While Working Out 
Small animal toys can provide exercise and enjoyment. BY KAREN M. ALLEY

D id you know that a hamster runs 
about two to three miles a day, 
and some have been recorded 

running as much as five to seven miles in 
one 24-hour period? 

That’s a lot of movement for those 
tiny little legs. 

But, running and scurrying is just 
a natural part of life for hamsters and 
other small animals. When they live in 
the wild, they can spend a majority of 
their day, or night if they’re nocturnal, 
scurrying from one place to another 
foraging for food, and often running at 

high speeds to escape predators. As pets, 
the threat of predators and the need to 
search for food is no longer there, but 
they can’t escape the instinct to scurry.

The high activity level of these small 
pets is what makes fitness products such a 
far-reaching category. From exercise wheels 
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and other items in the toy category, to play-
pens designed for either indoor or outdoor 
use in the housing arena, there are a wide 
variety of items that encourage activity. 

They all play an important role in the 
health and well-being of the animal.

“Fitness items have become a popu-
lar category,” said Jason Casto, director of 
Kaytee Hard Goods at Central Garden and 
Pet. “It’s not just a ‘nice to have’ item, it’s 
something as important as food and water, 
yet it’s an area where we can be creative and 
make it exciting for the consumer.”

Round and Round 
For years, the exercise wheel has been a 
staple in households with small pets, and 
it is still one of the most popular fitness 
items, as evidenced by the fact that it has 
its own category in the American Pet 
Products Association National Pet Own-
ers Survey, where 38 percent of respon-
dents reported owning one. 

And, they’re not just for hamsters. 
Mice, gerbils, chinchillas, guinea pigs 

and even hedgehogs will find enjoyment 
running out their energy on a wheel.

The exercise wheel is a tried and true 
product, and one that has value for the 
pet, as well as sentimental value for many 
people buying small animals for their 
children, since it’s the toy they remember 
having as a child. But some manufactur-
ers have taken the liberty to reinvent the 
wheel, so to speak. From exercise balls to 
spinners, the creativity in this category has 
grown exponentially in the past few years.

Super Pet’s Run About balls include 
a Moon Glow variety that glows in the 
dark, making it fun to play with the 
nocturnal animals that are more active 
during evening hours. The company also 
offers a track system, much like a train 
track that can be set up through the 
house for the animal to have plenty of 
exercise while staying contained and safe.

Ware Manufacturing has updated 
one of its popular toys to capitalize on 
the new trend toward interactive prod-
ucts. The Syclone Spinner, a reinvention 

Advertorial - This is paid editorial and was not written by Pet Age staff. It is paid content. 

Pets International introduces the new Kaytee® Barn Habitat with Hay Silo for Guinea Pigs or 
Dwarf Rabbits. This 31.5”L x 18.5”W x 21.5”H barn habitat offers a fully opening top door 

for interaction or the additional hinged front wire door entry  for easy pet access. Farm themed liv-
ing for your small animal includes a functioning Hay Dispenser Silo which is easily refillable with 
your favorite premium Kaytee Timothy Hay.  Also, the Kaytee Barn Habitat features a deeper base 
to prevent bedding and litter from spilling out of the cage for less mess. Kaytee’s latches and locks 
are constructed with chew-proof wire and the “Z-Lock” system for added safety. Suggested retail 
for the Kaytee Barn Habitat with Hay Silo is $99.95. Available now at your preferred distributor. 

❚	 Website www.kaytee.com 
❚	 Facebook facebook.com/

KAYTEEpets
❚	 Phone 1-800-KAYTEE-1

SPOTLIGHT

KAYTEE® BARN HABITAT

EDGE

Source: American Pet Products Association 
National Pet Owners Survey 2013-2014
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Percentage of people who 
buy treats for small animals
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of the company’s Flying Saucer, adds a 
bright color spiral to the toy. 

“It’s just fun to watch the spiral,” 
said Dave Hitsman, director, Ware 
Manufacturing, Inc. “It increases in-
terest for the pet and also promotes the 
entertainment of pet owning.” 

There’s even the Critter Cruiser from 
Super Pet that takes the concept of an ex-
ercise wheel and makes it so much more. 

A car-shaped toy with a built-in wheel 
gives the illusion that the pet is driving. 

Encouraging Healthy Lifestyles
Having a healthy pet means feeding 
them a healthy diet while at the same 
time encouraging exercise, and there are 
a couple of new products on the market 
that do all of those things at once. 

The Timothy Tunnel, part of Oxbow 

Animal Health’s Timothy CLUB acces-
sories, is handwoven from all-natural, 
grown in America Timothy hay. 

“Pets love passing through the tun-
nel, as well as having a place to relax and 
hide away, which is essential for most 
small animal species,” said Dr. Micah 

Kohles, director of veterinary science 
and outreach, Oxbow Animal Health. 

The tunnel was designed with en-
richment and activity in mind, as well 
as nutrition, as the animal will receive 
the fiber necessary for good health when 
nibbling on the product. 

Super Pet has introduced a new Tree 
of Life accessory for cages that is a tree-
stump-shaped shelter with a built-in 
food bowl and pre-attached wheel. 

“Instead of having to sell all of these 
products separately, this is the first of 
its kind that meets the three core needs 
of food, shelter and exercise all in one 
item,” Casto said. 

In addition, the natural look and 
the fact that the tree is made from re-
cycled plastics gives retailers a product 
that will appeal to environmentally 
conscious consumers.

It’s not just toys that encourage ac-
tivity, pets also need space to roam, and 
playpens offer a safe, protected way for 
pets to get outside of their cage. 

“Playpens not only provide a safe play 
zone for pets, but they also set up an in-
teractive arena where pet owners can get 
down at ground level, where pets are most 
comfortable,” said Hitsman. “All a child 
really wants to do is sit and pet their furry 
little friend, and a playpen eliminates the This general information is not intended to provide individual advice. Paid CONTENT

Q: What are some good ways to add healthy enrich-
ment to a small herbivore’s daily routine?

A: Providing healthy enrichment opportunities is an im-
portant responsibility of all pet parents. Enrichment benefits 
both physical and mental health in pets. Some key forms of 
enrichment include: offering healthy treats in moderation, 
providing variety in a pet’s feeding regimen, and adding safe, 
healthy accessories to a pet’s environment.    
Healthy Treats in Moderation
Offering treats to pets provides a great opportunity for pet/pet 
parent bonding. When offering treats, it’s important to remem-
ber that moderation (as well as nutrition) is key. Treats should 
make up no more than 5% of a pet’s daily diet. Pet parents should 
choose healthy, all-natural treats made with hay, freeze-dried fruits 
and veggies, and herbs. Other healthy options include fresh greens 
and small amounts of fresh vegetables and fruits. Pet parents can 
hide treats throughout a pet’s enclosure to stimulate natural for-
aging behavior. 
Variety at Mealtime
Much like their human caretakers, small herbivores benefit from 
variety in their daily diet. While most grass hay species are nutri-
tionally very similar, each has its own unique taste, texture and 
smell. By mixing and matching hay varieties, pet owners will keep 
their pet’s mealtime interesting and promote hay intake – an im-
portant step in preventing potential health problems associated 
with decreased consumption. 
Enriching Accessories
Environmental accessories such as hay bungalows and tunnels 
add an element of fun to a pet’s environment while also providing 
important hide spaces. By opting for accessories made of 100% 
high quality hay, pet parents can add an important element of 
nutrition to the enrichment equation. It is best to avoid enrich-
ment products that utilize wire, string or other additives, as these 
materials pose a risk of injury to pets if chewed or consumed. 
For more information about enriching products from Oxbow, 
visit www.oxbowanimalhealth.com.

Ask the Expert

Micah Kohles, DVM, MPA 
Director of Veterinary  
Science & Outreach

Oxbow Animal Health 
29012 Mill Road 
Murdock, NE 68407

(800) 249-0366

info@oxbowanimalhealth.com 
Twitter.com/OxbowAH 
Facebook.com/OxbowPet 

Dr. Kohles is the Director of Veterinary Science & Outreach at Oxbow Animal Health as 
well as a practicing veterinarian specializing in companion animal medicine and care.
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“It’s not just a ‘nice to 
have’ item, it’s some-
thing as important as 
food and water, yet it’s 
an area where we can 
be creative and make 
it exciting for the 
consumer,” 

– Jason Casto 
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Pets International introduces the new Kaytee® CritterTrail® Bedding Tray. The new disposable 
bedding tray is for quick and easy cage cleaning.  The CritterTrail® Bedding Tray contains soft 

and absorbent Kaytee® Clean & Cozy™ bedding in a fully disposable and recyclable tray.  Kaytee® 
Clean & Cozy™ bedding is 99.9% Dust-Free for a cleaner cage and absorbs 6X its weight in liquid. 
The CritterTrail® Bedding Tray that measures 14.75”L x 9.5”W fits all standard rectangular Kay-
tee® CritterTrail® habitats such as; Starter, One-Level, Two-Level, Run-About, Turn-About, Clear, 
Glow, Triple Play and Extreme Challenge Habitats. Replacement of the bedding cartridge weekly 
is suggested for optimal results. Suggested retail for the CritterTrail® Bedding Tray is $12.99 for a pack 
of 3 trays and is available now at you preferred distributor.

❚	 Website www.kaytee.com 
❚	 Facebook facebook.com/

KAYTEEpets
❚	 Phone 1-800-KAYTEE-1

SPOTLIGHT

KAYTEE® CRITTERTRAIL® BEDDING TRAY

EDGE

Cage Ownership
Percentage of people who 
own a cage for their small 
animal

Source: American Pet Products Association 
National Pet Owners Survey 2013-2014

need to chase the pet around the house.”
Super Pet offers a line of playpens for 

smaller species that attach to the cage 
with connector tubes as part of its Critter 
Trail line. For larger pets, the Ferret Trail 
version can be used both inside and out. 

Ware Manufacturing also offers play-
pens that can attach to their hutches or 
be set up separately. A unique feature of 
their products is a removable cage cover 
that can be used under the pen indoors 
to protect floors, or over the pen outside 
for shade and protection.

On Your Mark, Get Set, Go!
Race days are a fun way to encourage 
traffic and build sales of fitness products 
in a store. 

Kaytee proudly sponsors hamster rac-
es at stores across the country, providing 
drag strips and signage. Marshall’s Cra-
zy Critter Raceway, suitable for ferrets, 
guinea pigs, rabbits, rats and hamsters, is 
another way to set up races in your store. 

“We knew stores were having animal 

races, so we created this product with 
the graphic printed mat and tubes, and 
thought kids and families would enjoy it in 
their home as well with their own pets and 
friends’ pets,” said Linda Cope, global mar-
keting manager, Marshall Pet Products.

Customer education is key in having 
successful sales of fitness products. Since 
exercise is a vital component of a small 
animal’s health, it is important to inform 
first-time pet owners of these animals’ 
need for activity. 

Many manufacturers include either an 
exercise ball or wheel in their cages. Re-
tailers can also bundle products together 
for a starter kit, including a cage, food, 
bedding or litter, and an exercise toy.

According to the APPA 2013-2014 
Pet Owners Survey, small pet owners have 
an average of five toys per household, 
compared to just one exercise wheel. The 
opportunity for incremental sales is there 
for the picking. Help bring these products 
to  customers’ attention by having them 
out in the store’s own pet displays. 

2006
96%

2008
98%

2010
98%

2012
99%
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 NATURAL

Eco-Friendly Versatility 
Bamboo is being used to manufacture everything from 
cat scratchers to dog dishes.

BY STACY MANTLE

T he pet industry is continuous-
ly redefining itself in an effort 
to improve, so it makes per-

fect sense to focus on greener ways to 
do business. Bamboo is fast becom-
ing a favorite natural material for de-

signing eco-friendly packaging and 
earth-friendly products. 

Naturally bacterial-resistant and hy-
poallergenic, bamboo is versatile, fast 
growing, adaptable to nearly any cli-
mate and matures in just 5-7 years. It’s 

sturdy, durable and easily molded into 
products that last for years.  

Because the bamboo plant is very 
quick growing and does not require the 
use of pesticides and herbicides to thrive, 
plantations can easily be kept organic 
and replanted yearly to replenish stocks.

While bamboo is not a tree, it’s offi-
cially considered a grass, it still makes a 
reliable alternative to using trees, which 
can help fight deforestation. 

This is just one of the reasons why 
pet owners are quick to get behind 
companies like Loving Pets, who take 
the right steps to support sustainabil-
ity. Loving Pets is a company focused 
on using affordable, recycled materials 
that are fully biodegradable.  

“Today’s pet-loving consumers are 
willing to spend more on products that 
are great for the planet, its pets and its 
people,” said Eric Abbey, president of 
Loving Pets. “But a ‘green’ decision does 
not have to mean more expensive.”  

They recently launched their pop-
ular Bambu Bowls, representing an 
eco-friendly revolution in the pet in-
dustry. Since bamboo is naturally bac-
teria resistant, these bowls are perfect 
for feeding and watering pets without 
fear of contamination.  

“Retailers have the opportunity to ed-
ucate consumers about which products 
and brands support the environment,” 
said Abbey. “We hope that retailers will 
consider creating an end cap specifically 
for earth-friendly products, and high-
light brands like Bambu Bowls that really 
are offering an environmentally friendly 
alternative and making a difference.”

Bamboo fiber resembles cotton in 
its natural form and is quickly becom-
ing a favorite with fabric manufacturers 
seeking out sturdy, sustainable materials.  
According to eco-friendly pet company 
Wagging Green, which released the first 
U.S.-based 100-percent bamboo collar 
and quickly expanded its collection to  
colorful collars, T-shirts, harnesses and 
leashes, “Bamboo fabric has insulating 
properties and will keep the wearer cool-
er in summer and warmer in winter. In 
addition, the fabric is able to take bright 
dye colors well, and drape smoothly.” 

 “Bamboo requires one-third the 
amount of water to grow compared to 
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cotton,” said ShareBrands co-found-
er, Connor Knutson. “Bamboo grows 
with similar characteristics to many 
common weeds, therefore has few nat-
urally attracted pests. Bamboo can be 
grown with little to no use of pesticides 
or herbicides, whereas cotton often re-
quires a large amount of pesticides to 
maintain growth. The bamboo used 
in the ShareBrands color line is all ap-
proved organic.”

Another company committed to the 
environment is Paw Pods. Launched in 
2013, Paw Pods provides a dignified, 
meaningful experience to say goodbye 
to a beloved pet. 

“At Paw Pods, we believe that all good 
things come from the earth, and shall re-
turn there. Our goal is to help provide 
grieving pet parents and families with a bet-
ter, dignified experience that is comforting 
and offers the closure everyone is looking 
for during such difficult times. Our burial 
pods are available in a variety of sizes and 
shapes—such as our new Fish Pod and 

Heart Pod designs—and are all construct-
ed of the same 100-percent biodegradable, 
all-natural materials such as bamboo and 

rice husk. We’ve found that our custom-
ers are increasingly interested in offering 
eco-friendly products to the end user, and 

believe it’s one of the several advantages we 
have over our competitors.” 

All Paw Pods products are 100 per-
cent environmentally friendly, and in-
clude a sympathy card and seeded leaf 
that blooms beautiful wildflowers year-
after-year as a living memorial.

Bamboo has also become popular 
when it comes to cat products. 

Take the Astoria Cat Scratcher 
from Architect Pets, for example. It 
is created with thin layers of bamboo 
pressed around a curved form to create 
its unique shape that allows for mult-
ple scratching surfaces, and is perfect 
for two cats or suiting a cat’s particu-
lar mood. It also comes with matching 
bamboo cat bowls.

As consumers grow more committed 
to protecting the environment, manu-
facturers and retailers will be forced to 
examine their processes. Bamboo is a 
very environmentally responsible and 
economically viable alternative to other 
manufacturing materials.

 “Today’s pet loving 
consumers are willing 
to spend more on 
products that are great 
for the planet, its pets 
and its people. But a 
‘green’ decision does 
not have to mean more 
expensive.”  

- Eric Abbey
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News and Events in the Pet Industry
❚ Community

A Look Back: San Francisco Bay 
Brand
Passion is a driving force behind this company.  
BY PHILLIP M. COOPER

T oday, I disconnected my home 
phone with AT&T and felt it 
was the end of an era. What a 

major impact the AT&T phones had 
on America. 

There are just a few things we can 
look back on in the pet industry and 
feel emotionally about the same way. 
Welcome to San Francisco Bay Brand. 
This brief history tells their story about 
developing the nutritious fish foods 

that are available today. Go into any 
pet store, almost anywhere, and you’ll 
find either frozen or live brine shrimp 
for fish food.

Most tropical fish hobbyists recom-
mend it, but few today have any idea of 
how using brine shrimp as fish food began.

It all started in 1934, as the cura-
tor of the famous Steinhart Aquarium 
in California discovered that live brine 
shrimp from the sunny San Francisco 

Bay made an excellent fish food. The 
natural food value of the shrimp plus 
its consistent taste appeal was an un-
beatable combination. 

At the outset, only a few gallons 
of the small crustacean were collected 
weekly by members of the San Fran-
cisco Aquarium Society and fed to the 
aquarium fishes. Yet, this small opera-
tion would give rise to the San Francis-
co Bay Brand company of today with 
its complete line of frozen and freeze-
dried diets, including the original 
Sally’s Brine Shrimp, Enhanced Brine 
Shrimp varieties, Sally’s Single Ingre-
dient Fish Foods, Natural Formulated 
Diets and Sally’s Brine Shrimp Eggs.           

In 1964, the Steinhart Aquarium 
and Leslie Salt formed San Francisco 
Fish Farms and began selling live brine 
shrimp to tropical fish hobbyists. In 
1965, Aquarium Pacific finalized its 
merger with East Coast Manufactur-
ers, which sold the GroLux, Wellness 
and Long Life brands, among others, 
and formed what was known as Meta-
frame Corporation. 

Metaframe Corporation also pur-
chased West Coast Operations, which 
was the parent company for Pemco 
Manufacturing in Los Angeles, which 
made aquariums and San Francisco 
Fish Farms in 1968. 

Harding Willinger once told me 
that Anton Schmidt was extremely 
passionate about brine shrimp, saw the 
potential and just needed a vehicle to 
deliver it nationally. Harding provided 
that vehicle while at Mattel.

In 1969, Mattel, Inc., a toy com-
pany, purchased Metaframe Corp. and 
San Francisco Bay Brand, Inc. 

Mattel ran Metaframe for several 
years. The company made some great 
strides and even advertised in LIFE 
magazine. Things went well until a dock 
strike changed Mattel's fortunes in the 
middle of the 1970s, and Mattel divest-
ed all of the divisions of Metaframe by 
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1979, leaving San Francisco Bay Brand 
under the Schmidt family ownership.

In 1955, Anton Schmidt and his 
family emigrated from Germany to the 
United States. Anton Schmidt, having 
been trained as a tool and die maker, 
found employment in a small firm in 
Los Altos, Calif., repairing aquariums. 
Schmidt and his wife, Martha, worked 
there for two years before opening 
their own business. 

Two years later in 1957, he opened 
Schmidt's Aquarium and proceeded 
to make stainless custom and produc-
tion aquariums until the merger with  
Metaframe in 1965. 

After purchasing the company from 
Mattel in 1979, Anton Schmidt started 
to work in the aquaculture field. People 
he had met in the UC system of Cal-
ifornia and others were all interested 
in the use of Artemia in the commer-
cial shrimp-farming industry, which 
was gaining notoriety worldwide, with 
companies such as Cargill, Coca-Cola 
and ConAgra, just to name a few.

In 1979, Andreas Schmidt came 
back to the company and operated the 
San Diego, Salt Lake and Salton Sea 
facilities, which supported research 
and harvest support for SFBB's aqua-
culture business.

One thing led to another and after 
working in South America, China, the 
Middle East and other locales through-
out the world by the mid-80s, Anton 
Schmidt was instrumental in making 
brine shrimp a staple diet in the aqua-
culture industry in 38 countries.

In 1988, San Francisco Bay Brand 
started to develop a line of Natural Formu-
lated Diets to complement the current line 
of Sally’s Single Ingredient Fish Foods. 

From the beginning, as the de-
mand for brine shrimp continued to 
increase, research projects were initiat-
ed to develop several convenient forms 
of highly nutritious natural products. 
Throughout the 1990s, they did this 
by developing a line of Natural For-
mulated Diets to meet fishes' specific 
needs equivalent to their diets in the 
wild, while also expanding our Sally’s 
Single Ingredient Fish Foods, to in-
clude Bloodworms, Silversides, Sand 
Eels, Mussel, White Mosquito Larvae, 

Squid and Beefheart.
In 1992, Andreas Schmidt became 

president of San Francisco Bay Brand, 
Inc. Andreas has continued to be a 
leader in serving the pet industry and 
striving to provide the best all-natural 
diets available for the aquatic hobbyist, 
zoos, hatcheries, aquariums and aqua-
culture industries. Andreas Schmidt has 
served the pet industry serving 17 years, 
finishing after a term as the president 
of The World Wide Pet Supply Associa-
tion and president of the Pet Care Trust 

Association from 1999 to 2003.
You can search our industry and 

find very few companies still being op-
erated by the original founding family 
by a second generation. 

Andreas Schmidt is as passionate 
as his father and works tirelessly to 
supply high-quality tropical fish food 
every day. His service with the WPA 
board is a testimony to his love of the 
pet industry. This company is a prime 
example of an American entrepreneur-
ial success story.
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 THE SCENE

BlogPaws Conference   BlogPaws, a social media conference for the pet industry was held in May at The Westin in Lake 
Las Vegas. The conference, being held for the sixth time in 5 years, brings together hundreds of pet professionals, including bloggers, 
manufacturers, retailers and journalists for three days of learning, networking and education. 
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ADMC Spring Break 2014 Open House  The ADMC Open House, held in April at the Treasure Island Resort and Casi-
no in Welch, Minn., attracted 650 attendees. Norm Oldenburg from Bubbles and Bows Pets in Janesville, Wis. won all of the products 
featured in the store at Spring Break which came out to be worth about $80,000 retail. In addition, John and Dana Bourassa from Irish 
Acres Pet Health in Neenah, Wis. won a brand new 2013 Dodge Dart. Entertainment included comedian Michael Jr. who has been seen 
on “Jimmy Kimmel Live,” “The Tonight Show with Jay Leno” and “Comedy Central” as well as Deuces Wild! Dueling Pianos.

 THE SCENE
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Skateboarding Dog Exemplifies Human Animal 
Bond
Natural Balance sponsored dog shows benefit of pet ownership. BY MICHELLE MASKALY 

B logPaws, a social media confer-
ence for the pet industry, brings 
together manufacturers and 

pet-specific bloggers to not only learn 
about social media, but also interact, 
meet and learn from each other.

It also featured keynote address-
es to help educate attendees on trends 
and issues facing the  pet industry. One 
such address was from veterinarian Kate 
Hodgson. Sponsored by the Human 
Animal Bond Research Initiative Foun-
dation,  Hodgson’s speech, Pets in the 
Family: Impact on Human Health – 
Zooeyia, focused on the importance pets 
play in the lives of humans.

Pets can make them healthier, pro-
vide companionship and overall give 
people a better quality of life. Zooeyia, 
as she explained, is the term used to 
describes the health benefits that pets 
provide to their human companions. 
This companionship, makes them part 
of a family, which she described as a 
group of intimates with both a history 

and a future.
Pets can, and have to, be included 

into the family cycle framework. Both 
she and Steven Feldman, executive direc-
tor of HABRI, made this point very clear 
when it comes to a person’s health.

“Why aren’t cardiologists prescribing 
dogs?” Feldman questioned while intro-
ducing Hodgson.

Their point, backed up by scientific 
evidence presented during the speech,  
showed that pets make people healthier, 
both physically and mentally.

While everyone got a laugh out of the 
statistics, including one where someone 
was less likely to smoke around their pet 
than other humans, they would all experi-
ence first-hand an example of the human 
animal bond just a few short hours.

Owned by Ron Davis, Tillman, a 
60-pound skateboarding English bull-
dog, is part of the Natural Balance Pet 
Foods Canine Sports Team.  He also had 
a TV show, “Who Let the Dogs Out?” 
on the Hallmark Channel.

The crowd at BlogPaws lined the 
street next to the hotel, cameras in hand, 
to watch Tillman do a skateboarding 
demonstration with his trainers. And, 
rightly so, it’s not every day a dog is 
skateboarding down a street.

As the trainers, including Davis, in-
teracted with Tillman, the bond between 
them was evident. They were completely 
connected by just simple commands and 
movements. Tillman was attentive and 
didn’t pay any attention to the hundreds 
of people snapping photos of him. His 
only focus was his owner and trainers, 
and, of course, the skateboard.

Beyond that, just the idea of skate-
boarding with a dog, makes him more 
of a companion and member of the 
family. It humanizes the animal, gets 
the owner to be more active with them 
and builds, a close relationship be-
tween the dog and his owner.

That relationship is a prime exam-
ple of Hodgson’s definition, and bene-
fit, of Zooeyia.
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Community  CALENDAR

July 2014
July 13 Nashville Pet Expo, Nashville. 
Contact Amazing Pet Expos, 800-977-3609, 
ext. 107, www.amazingpetexpos.com.

July 19-23 AVMA Convention, Chicago. 
Contact American Veterinary Medical As-
sociation, 800-248-2862, www.avma.org.

July 23-25 SuperZoo 2014, Las Vegas. 
Contact World Pet Association, 800-
999-7295, dave@superzoo.org, gwen@
superzoo.org, www.superzoo.org.

August 2014
Aug. 16-18 All American Grooming 
Show, Wheeling. Contact Barkleigh Pro-
ductions, 717-691-3388, info@barkleigh.
com, www.barkleigh.com.
 
Aug. 22-25 Interpets Asia Pacific In-
ternational Fair, Chiba. Contact Mesago 
Messe Frankfurt Corp., +81-3-3262-8442, 
info@interpets.jp, www.interpets.jp.

September 2014
Sept. 6-7 Chicago Pet Show, Darien, Ill.
Contact Chicago Pet Show at 630-385-
4000, www.chicagopetshow.com. 
 
Sept. 7 Cleveland Pet Expo, Cleveland. 
Contact Amazing Pet Expos, 800-977-3609, 
ext. 107, www.amazingpetexpos.com. 
 
Sept. 19-21 Backer's Total Pet Expo Fall, 
Donald E. Stephens Convention Center, 
Rosemont, Ill. Contact H.H. Backer Associ-
ates Inc., 312-578-1818, www.totalpetex-
po.com; hhbacker@hhbacker.com. 
 
Sept. 20 Fromm Petfest, Milwaukee. Con-
tact  info@petfestmke.com, 920-350-FEST, 
www. petfestmke.com. 
 
Sept. 20-21 Fredericksburg Pet Show, 
Fredericksburg, Va. Contact Fredericks-
burg Pet Show at 540-548-5555,  
www.fredericksburgpetshow.com. 
 

Sept. 20-22 Groom Expo 2013,  
Hershey, Pa. Contact Barkleigh Productions, 
717-691-3388, info@barkleigh.com,  
www.groomexpo.com.

October 2014
Oct. 19 Northern California Pet Expo, 
Santa Rosa, Calif. Contact Amazing Pet 
Expos, 800-977-3609, ext. 107,  
www.amazingpetexpos.com.

November 2014
Nov. 7-9. Aquatic Experience. Chicago. 
Contact: 800-999-7295, 626-447-2222, 
info@wpamail.org,  
www.aquaticexperience.org 
 
Nov. 8–9 Chicago Pet Show, St. Charles, Ill. 
Contact Chicago Pet Show at 630-385-4000, 
www.chicagopetshow.com. 
 
Nov. 20-22. National Cage Bird Show. 
Dayton, Ohio. Contact: www.ncbs.org
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PRODUCT FOCUS

ADVERTISERS

 AD INDEX

NEW PRODUCTS

Absorbine Pet Products  .................... 24 
www.absorbinepet.com 
800-628-9653

American Natural Premium  .............. 90 
www.americannaturalpremium.com 
262-376-5390

Andis  ............................................. 125 
www.andis.com 
800-558-9441

Angels’ Eyes  ..................................... 53 
www.angelseyesonline.com 
866-350-4569

APPA ...........................................30, 52 
(American Pet Products Association) 
www.americanpetproducts.org 
800-452-1225

Aqueon  ......................................... 101 
www.aqueonproducts.com 
800-255-4527

Ark Naturals ................................ Cover  
www.arknaturals.com 
800-926-5100

Automated Pet Care Products  ........... 50 
www.litter-robot.com 
877-250-7729

Ball Boy  ........................................... 61 
www.ballboyshop.com 
info@ballboyshop.com

Barkleigh Productions .................... 119 
www.barkleigh.com 
717-691-3388

Barkworthies  Naturally Delicious ...... 35 
www.barkworthies.com 
804-612-4390

Best Shot Pet Products  ................Insert 
www.bestshotpet.com 
800-735-5251

Big Creek Foods  ................................ 45 
www.lookwhoshappy.com 
855-567-8801

Bulldog Marketing &   ....................... 18 
Sales, Inc. 
www.bulldogms.com 
855-456-4738

California Zoological  ...................... 110 
www.calzoo.com 
714-641-1597

Cardinal Pet  .......................... 50, 55, 58 
www.cardinalpet.com 
800-433-PETS

Cloud Star  ........................................ 67 
www.cloudstar.com 
800-361-9079

Coastal Pet Products  ......................... 57 
www.coastalpet.com 
800-321-0248

The Company of Animals LLC  ............. 56 
www.companyofanimals.us 
203-345-1234

Conair Corporation  .............................5 
www.conairpet.com 
866-771-7092

Darford  ........................................... 23 
www.darford.com 
866-479-7999

Dazzle Pet  ....................................... 62 
www.dazzlepet.net 
800-573-8869

Dog Gone Smart  ..................... 34,42, 88 
Pet Products 
www.doggonesmartpetproducts.com 
203-345-1330

Earthbath  ........................................ 83 
www.earthbath.com 
415-355-1166

ENVVY  ............................................. 79 
www.envvy.com 
626-968-3678

Ethical Products Inc.  ......................... 92 
www.ethicalpet.com 
800-223-7768

Fetch…for Pets! ..............................  C4 
www.fetch4pets.com 
212-244-2456

Fluff & Tuff  ...................................... 46 
www.fluffandtuff.com 
248-705-5601

Forever Stainless Steel  ................... 116 
www.foreverstainlesssteel.com 
866-774-3837

Fromm Family Foods  ........................ 69 
www.frommfamily.com 
262-242-2200

FURminator -  ................................. 121 
United Pet Group 
www.furminator.com 
(888) 283-1620

Glo-Marr/KENIC  .............................. 117 
www.glomarr.com 
800-228-7387

Green Bark Gummies  ........................ 64 
www.greenbarkgummies.com

Groomers Helper  ............................ 118 
www.groomershelper.cm 
866-987-2426

Halo, Purely for Pets  ....................32, 40 
www.halopets.com 
800-426-4256

Healthy Pet ...................................... 71 
www.healthy-pet.com 
800-242-2287

H.H. Backer Associates Inc. ..... 26, Insert 
www.totalpetexpo.com 
312-578-1818

The Honest Kitchen  .......................... 77 
www.thehonestkitchen.com 
866-437-9729

Jakks  ............................................... 75 
www.jakks.com 
www.jakks.com/kong.html 
877-875-2557

Jones Natural Chews  ........................ 14 
www.jonesnaturalchews.com 
877-481-2663

Kanberra Gel .................................. 131 
www.kanberragel.com 
800-683-0021

Kaytee® by Pets International ....127,129 
www.kaytee.com 
www.superpet.com 
800-252-7387

Leather Brothers  .............................. 54 
www.leatherbrothers.com 
800-442-5522

Legitimutt  ....................................... 87 
www.legitimutt.com 
866-933-4215

Loving Pets, Inc.  ............................... 47 
www.lovingpetsproducts.com 
866-599-7387

Mammoth  ..................................29, 31 
www.mammothpet.com 
888-738-2008

Marineland -  .................................. 105 
United Pet Group Aquatics 
www.marineland.com 
800-322-1266

Marshall Pet Products, Inc.  ............... 63 
www.marshallpet.com 
800-292-3424

Mauro Pet Care  ................................ C3 
www.mauropetcare.com 
310-346-5337

Midwest Homes for Pets  ................... 91 
www.midwesthomes4pets.com 
800-428-8560

Mio9 ................................................ 27 
www.mio9.com 
951-273-3450

Multipet International  ..................... 36 
www.multipet.com 
800-900-6738

Natural Balance  ............................... 51 
www.naturalbalanceinc.com 
800-829-4493

Natural Chemistry  ............................ 60 
www.naturalchemistry.com 
203-295-2300

Nature’s Logic  .................................. 89 
www.natureslogic.com 
402-475-7663

Nite Ize  ............................................ 25 
www.niteize.com 
800-678-6483

Nummy Tum-Tum  ............................. 61 
www.nummytumtum.com 
800-644-7462

Okinawan Happy Dogs  ...................... 17 
www.okinawanhappydogs.com 
925-225-9800

Old Mill Pet Products  ........................ 73 
www.naturesbits.com 
203-682-9200

Oxbow Animal Health  ..................... 128 
www.oxbowanimalhealth.com 
800-249-0366

Patchwork Pet  ................................. 93 
www.patchworkpet.com 
951-273-3450

Pawsitively Gourmet  ........................ 63 
www.pawsitivelygourmet.com 
866-729-7468

P.L.A.Y.  ............................................ 48 
(Pet Lifestyle And You) 
www.petplay.com 
855-300-PLAY [7529]

PET-AG  ........................................3, 123 
Well Animal Group 
www.WellAnimalGroup.com 
800-323-6878

Pet Industry Sustainability Coalition .. 97 
www.petsustainability.org 
720-684-6580

PetLift Equipment Corp.  ................. 115 
www.petlift.com 
888-388-1159

PetRageous Designs  ....................13, 15 
www.petrageousdesigns.com 
800-893-9893

PetSafe  ........................................... 43 
www.petsafe.net 
866-738-4379

PetSport  .......................................... 19 
www.petsportusa.com 
800-936-4432

PIDA/Pet Store Pro ............................ 62 
www.petstorepro.com 
443-640-1060

Pipsqueak Productions.......................  6 
www.pipsqueakproductions.com 
888-747-9054

Piscine Energetics  .......................... 102 
www.mysis.com 
888-220-2238

Planet Dog  ...................................... 46 
www.planetdog.com 
800-381-1516

Precious Cat.....................................  99 
www.preciouscat.com 
877-311-2287

ProLabs  ........................................... 59 
www.prolabspets.com 
800-367-6359

PureLife 4Pets  ................................. 14 
www.purelife4pets.com 
888-708-7387

Quaker Pet Group  ..........................C2, 1 
www.quakerpetgroup.com 
973-625-5900

Quality Marine...............................  104 
www.qualitymarine.com 
800-565-1942

QT Dog  ............................................. 38 
www.qtdog.com 
800-297-1998

Reed Mariculture  ........................... 103 
www.reed-mariculture.com 
877-Seafarm (732-3276

Rubie’s Pet Shop Boutique  ................ 39 
www.rubies.com 
516-326-1500

Savory Prime  .....................................9 
www.savoryprimerawhide.com 
805-654-0977

Scarlett Pet Food  ............................ 113 
www.scarlettpetfood.com 
800-345-0419

Smart Practice  ............................... 122 
www.smartpractice.com 
800-522-0800

Sojos/Sojourner Farms .....................  26 
www.sojos.com 
888-867-6567

Splash & Dash for Dogs  ..................... 44 
www.splashintomorecash.com 
888-815-2284

Superzoo .......................................... 12 
www.SuperZoo.org 
800-999-7295

Swheat Scoop  .................................. 95 
www.swheatscoop.com 
800-794-3287

Timberline Fisheries ......................  109 
www.timberlinefisheries.com 
800-423-2248

Tuggo  .............................................. 41 
www.tuggodogtoy.com 
615-601-1528

VIP Engravers ................................... 36 
www.vipengravers.com 
866-333-4847

Waggers ..........................................  85 
www.waggers.com 
888-962-4763

West Paw Design  .............................. 85 
www.westpawdesign.com 
800-443-5567

WholesalePet.com  .............................7 
www.wholesalepet.com 
800-472-8984

Worldwise  ..................................10, 11 
www.worldwise.com 
415-721-7400

Yummy Chummies ............................ 22 
www.yummychummies.com 
866-348-8811

Zignature/ Fussie Cat  ........................ 37 
www.zignature.com 
www.fussiecat.com 
888-897-7207

Zuke’s  .............................................. 21 
www.zukes.com 
866-985-3364

Zymox/Pet King Brands  .................... 28 
www.zymox.com 
888-752-5487

Bergan Direct Delivery  ........... 54 
www.bergandirectdelivery.com 
866-217-9606

Best Shot Pet Products  ........... 50 
www.bestshotpet.com 
800-735-5251

The Company of Animals  ......... 56 
www.companyofanimals.us 
203-345-1234

Dexas  .................................... 40 
www.dexas.com 
800-527-5197

Diamond Pet Foods  ................ 52 
www.diamondpet.com 
800-442-0402

Dog Fashion Spa  ..................... 52 
www.dogfashionspa.com 
917-775-9090

Dog Gone Smart  ..................... 40 
Pet Products 
www.doggonesmartpetproducts.com 
203-345-1330

Earthbath  .............................. 48 
www.earthbath.com 
415-355-1166

EzyDog  .................................. 50 
www.ezydog.com

Functional Nutriments  ........... 42 
www.functionalnutriments.com 
888-936-4226

Hillside Farms  ........................ 54 
www.hillside-farms.com 
888-846-9653

Jones Natural  ...................40, 42,  
Chews  ........................ 44, 46, 48 
www.jonesnaturalchews.com 
877-481-2663

Kinn, Inc.  .................... 44, 46, 56 
www.kinninc.com

Loving Pets, Inc.  ..... 44, 46, 50, 52 
www.lovingpetsproducts.com 
866-599-7387

Mr. Groom .............................  56 
www.mrgroom.com  
800-433-8299

Mudd+Wyeth ........................  58 
www.muddandwyeth.com  
802.372.3160

Neater Pet Brands ..................  58 
www.neaterpetbrands.com  
877-917-PETS (7387)

PURR-fect Harmony ................ 48 
www.purr-fectharmony.com 
866-870-4177

Rolf C. Hagen, Inc. .............  48, 54 
www.hagen.com 
800-724-2436

Horseware Products, Ltd. 56 
www.sportzvibe.com

Synergy Labs .........................  44 
www.synergylabs.com 
954-525-1133

Your Dog’s Diner .....................  52 
www.yourdogsdiner.com 
813-949-1345

Zoo Med Laboratories  ............. 58 
www.zoomed.com 
888- 496-6633

ZUCA  ..................................... 54 
www.zuca.com 
408-377-9822

Auburn Leathercrafters  .......... 62 
www.auburndirect.com 
800-282-8761

Bihlerflex  .............................. 62 
www.bihlerflex.com 
908-329-9136

Bookenjack  ............................ 61 
www.brookenjack.com 
508-951-5033

California Collar Co. ................. 61 
www.californiacollarco.com  
818-763-2576

flexi  ...................................... 62 
www.flexi-northamerica.com 

Harness Lead .........................  60 
www.harnesslead.com 
609-709-1037

Legitmutt  .............................. 60 
www.legitimutt.com 
954-785-2080

Red Dingto  ............................ 60 
www.reddingo.com  
425-861-9640

Sebastian & Co. ....................... 63 
www.sebastiancollarandsaddlery.com 
800-718-7086

2 Hounds Design  .................... 63 
www.2houndsdesign.com 
704-234-0228
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Community  BACKSTORY ON LEGITIMUTT

Fun, Fashionable and Female 
Legitimutt pulls its inspiration straight from the runway for cutting-edge pet apparel.

BY MICHELLE MASKALY 

W e recently sat down with 
Kristy Hinze Clark, the 
founder of Legitimutt, to 

talk about where she gets her inspi-
ration from and how being a su-
permodel has helped her prepare for 
the business world. 

Michelle:  Tell me about Legitimutt.  
Kristy: Legitimutt is a modern design-

er dog apparel brand that is made in Amer-
ica. We use the highest quality fabrics and 
design to assure a great fit for any dog. 

I came up with the concept for Legit-
imutt when I was pregnant with my first 
child. I have three dogs, which my husband 
and I call our kids. While trying to shop 
for them for the winters in NYC, I noticed 
a serious gap in the market for well-made, 

American-made designer products.
With my many years in the fashion in-

dustry as a model, I decided to meld the 
two and start a more designer dog range.

Michelle: Much of your design inspira-
tion comes straight from the runway. How 
does this make your brand stand out? 

Kristy: We take trends that we see on 
the runway and implement them into 
our dog products. We have great looking, 
well-made products. Most of the fabrics I 
would wear myself.  

I know that people’s pets really are 
more and more a part of their families 
and they want to make sure they are 
comfortable. However, people also want 
to appear fashionable, it is a huge part of 
who we are as individuals, and how we 

outfit our pets is a reflection of our taste.

Michelle: How has your experience 
as a supermodel helped you in the busi-
ness world? 

Kristy: I am not afraid of hard work, 
setbacks or criticism ... I am open to 
change and ideas.

Michelle: Being a woman-owned 
business, what advice do you have for 
other women who want to start their own 
companies? 

Kristy: Nothing is more fulfilling 
than having a company and watching it 
grow. I have a great team behind Legiti-
mutt that makes it work.

Be humble, honest and work hard, give 
credit where due and enjoy the challenges.
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